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Pinto Heads 
Trio in Charge 
of Grant in N.Y. 


Changes Follow 
Resignation of 
Paul L. Bradley 


New York, Nov. 26—Grant 
Advertising had its fifth change 
in New York management within 
the past seven years as it named a 
three-man executive committee 
this week to direct the office. 

Succeeding Paul L. Bradley, 
who was appointed vp and gener- 
al manager of the office in Sep- 
tember, 1957, are John H. Pinto, 
vp and creative director; Abbott 
Kimball, vp and chairman of the 
plans board, and Lawrence D. 
Reedy, administrative vp. Mr. 
Pinto is chairman of the commit- 
tee. “We are not contemplating a 
general manager nor looking for 
one,” he told ADVERTISING AGE. 

Mr. Pinto joined the agency 
four years ago from Cecil & Pres- 
brey. Mr. Kimball was chairman 
and president: of Abbott Kimball 
Co. until its merger in March 
with Grant. Mr. Reedy was vp of 
the Kimball agency. 

Mr. Bradley’s resignation came 
within a few days after the Dodge 
New York Retail Selling Assn. 
awarded its $1,000,000 account to 
the Wexton Co. (AA, Nov. 17). 
But both Mr. Bradley and Grant 
maintained there was no direct 
relationship between the two ac- 
tions. 

“I’m proud of my record as a 
senior officer of Grant for seven 
years,” Mr. Bradley told ADVER- 


(Continued on Page 80) 


Shifting Dog Foods: 
Now It's Red Heart 
Looking for Agency 


CuicaGco, Nov. 28—John Morrell 
& Co. added its name to a growing 
list of restless dog food companies 
this week when it fired Campbell- 
Mithun as the agency for its $1,- 
000,000 Red Heart dog food ac- 
count. Red Heart became the fourth 
major dog foed account to shift in 
the last nine months. 

W. W. McCallum, Morrell presi- 
dent, told ApvERTISING AGE that he 
has not started to look for a suc- 
cessor to C-M and may not do so 
“for several weeks” because of the 
press of other business. “I already 
have about 25 agencies on my 
back,” Mr. McCallum complained. 
He declined to say why C-M was 
dropped. 


= C-M lost its first portion of the 
Morrell business last June when 
the meat packer shifted its Morrell 
meats and Red Heart cat food di- 
visions to John W. Shaw Advertis- 
ing (AA, June 30). Shaw will con- 
tinue to handle this business. 

The dog food peregrinations be- 
gan last March, when Quaker Oats 
Co. dropped Needham, Louis & 
Brorby as the agency for Ken-L- 
Ration, Ken-L-Biscuits, Ken-L 
Meal and Ken-L Treats, a billings 
loss of $3,500,000 (AA, March 3). 

J. Walter Thompson Co. picked 
up the Ken-L business a week lat- 
er, after it had resigned some $3,- 
000,000 in Swift & Co. business. 
Among the Swift products resigned 
by JWT was Pard dog food, which 
later found its way, with other 
Swift business, into Dancer-Fitz- 
gerald-Sample. Last May, Rival 
dog food bounced from McCann- 
Erickson to Guild, Bascom & Bon- 
figli (AA, June 2). For other news 
of the dog food business, see Page 
8.# 


Britain Won't Probe 


‘Ad Racket’ 


Labor’s Noel-Baker 
Asks Royal Commission; 
No, Say Conservatives 


By Mark Random 


Lonpon, Nov. 25—The British 
government has turned down de- 
mands by Laborite members of 
Parliament for a royal commission 
or other independent body to 
probe the advertising industry. 

Francis Noel-Baker led the La- 
bor attack on advertisers and 
agencies, which, he said, will 
spend about £400,000,000 ($1.1 
billion) this year. He took 95 min- 
utes Friday to open the debate 
with en attack on “rackets” and 
“dishonest practices” which, he 
said, were to be found in the ad- 
vertising of oil, detergents, tooth- 
pastes, health foods, drugs and 
patent medicines. 

J.-K. Vaughan-Morgan, minis- 
ter of state, Board of Trade, re- 
plied for the government that 
advertising already has many con- 
trols, both voluntary and statu- 
tory, and does not need any more. 


s Conservative members cheered 


Charges 


as Mr. Vaughan-Morgan wound 
up by glaring across the House of 
Commons at Mr. Noel-Baker and 
declaring: 

“It is time we showed our dis- 
approval of continuing witch hunts 
by some people against the [ad- 
vertising] industry .. .” 


= Four minutes after Commons 
met Friday, Mr. Noel-Baker rose 
to move “that this House, noting 
the increasing power of the ad- 
vertising industry and its influ- 
ence on our national life, and the 
growing impact of advertising on 
the individual, calls upon Her 
Majesty’s government to recom- 
mend the appointment of a royal 
commission to consider whether 
further safeguards are desirable 
in the public interest and, if so, 
what form such safeguards should 
take.” 


= He explained that his motion did 
not imply a general attack on ad- 
vertising, did not recommend any 
particular solution to current ad- 
vertising problems, did not even 
ask for specific legislation and did 
not venture to suggest precisely 
(Continued on Page 58) 


NEW JEINZ FLAVOR DISCOVERY 


Now! Enjoy Richer, Fresher - Tasting 
Premium Tomato Juice 


... at less cost than 4 > 
ordinary kinds / 


It’s concentrated! 4 
6%-oz. can makes 1% pints “S 
of the finest tomato juice you've ever tasted 


Heinz & 


CONCENTRATED 


Tomato 
Juice 


—-SPECIAL INTRODUCTORY OFFER !——- 
1-QUART PLASTIC JUICE MIXER (retail value 68) 


© Mow . . . from Heinst Tastes 
fresh because you mix it fresh 
(just like frozen orange juice!). 
© Concentrated easy to carry, 
saves cupboard space, needs no 
refri tion, costs less! 


© Wii net seperate like ordinary 
tomato juice! 


-tasting 
you ever enjoyed! 


ee 


NEW—H. J. Heinz Co. will promote 

its tomato juice concentrate with 

newspaper ads like this starting in 
mid-January. 


Glenmore Puts 
All Its Brands in 
D'Arcy Cupboard 


Yellowstone, House of 
Lords, King’s Ransom 
Moved Out of Compton 


New York, Nov. 26—Glenmore 
Distilleries Co. will move three of 
its brands—Yellowstone bourbon, 
King’s Ransom and House of Lords 
scotch—from Compton Advertising 
to D’Arcy Advertising Co., effec- 
tive Jan. 1. This will consolidate 
the advertising of all Glenmore 
brands in one agency. 

Compton received the two scotch 
brands June 1, 1957 (AA, Feb. 17, 
57), largely, it was said at the 
time, because Yellowstone bourbon 
was not billing enough to warrant 
the agency handling it alone. 

The three brands mentioned are 


(Continued on Page 80) 


‘Definitely Not a Merger’... 


Keyes, Madden & Jones, 
Donahue & Coe Affiliate 


Grossman, Decker Leave 
in Chicago; Madden May 
Resign Top KM&J Post 
Cuicaco, Nov. 28—Keyes, Mad- 
den & Jones will service three 


Donahue & Coe accounts from its 
offices here, effective Jan. 1, 1959, 


Tomato Juice 
Concentrate Is 


New Heinz ‘Variety’ 


PirTsBuRGH, Nov. 26—H. J. Heinz 
Co., which started test-marketing 
its new tomato juice concentrate 
about a year ago, has put it into 
national distribution. 

Promotion plans include news- 
paper ads in 60 markets and com- 
mercials on Dave 
“Today” (NBC-TV), starting in 
mid-January. Introductory ads of- 
fer a 1 qt. plastic juice mixer for 
two labels from the new product 
and 25¢. Radio is also scheduled. 

The new product comes in a 6% 
oz. can, similar in size to a frozen 
orange juice container, according 
to Heinz, as well as larger sizes 
for restaurant use. Like frozen 
juice, the concentrate is mixed 
with three cans of water. No re- 
frigeration is required. 

The product can also be. used in 
recipes calling for tomato sauce 
or tomato paste, Heinz points out. 

Maxon Inc., Detroit, is the agen- 
cy. + 


Garroway’s| @ 


and will absorb about 20 people 
now working for Donahue & Coe, 
it was announced today. 

The three accounts are National 
Presto Industries, Norge Corp. and 
York Corp. 

At the same time, Donahue & 
Coe, New York, will add approxi- 
mately one-half of the Keyes, Mad- 
den & Jones New York staff—or 
about 12 people—to its roster there, 
presumably to service part of the 
Congoleum-Nairn account KM&J 
acquired last May. 


# The move was emphatically de- 
scribed as “not a merger” :by Free- 
man Keyes, board chairman of 


Ed Churchill 


Freeman Keyes 


KM&J, and Ed Churchill, president 
of Donahue & Coe. It is an affilia- 
tion, they said, which enables both 
agencies to trim unnecessarily du- 
plicated overhead, and effects oth- 
er savings that will make possible 
additional services for clients of 
both shops. 

The affiliation also will take 
place between the West Coast of- 
fices of both agencies. Details of 

(Continued on Page 81) 


‘Life’ Resists P.O.'s 
Crackdown on Inserts 


Magazine Pays 3¢ a Copy 
Penalty Under Protest; 
P.O. Says Rules ‘Eroded’ 


WASHINGTON, Nov. 26—A “get 


tough” attitude in the enforcement) 


of postal regulations governing in- 
serts in magazines has caught pub- 


as its agency. 


Last Minute News Flashes 


Philip Morris Tests Mayfield Mentholated Cigarets 


New York, Nov. 28—Philip Morris Inc. is market testing Mayfield, 
a new mentholated filter cigaret, in Oregon and Washington. The copy 
theme for Mayfield, which is being promoted in newspapers, local 
newspaper supplements and radio and tv spots, is “Fresh new way to 
smoke.”’ Leo Burnett Co., Chicago, is the agency. 


Dulany Shifts to Arndt, Preston from EWRR 


PuHILApELPutA, Nov. 28—John H. Dulany & Son, Fruitland, Md., mar- 
keter of canned and frozen foods, has appointed Arndt, Preston, Chapin, 
Lamb & Keen to succeed Erwin Wasey, Ruthrauff & Ryan, New York, 


Agency Is Sought to Push New Aqueduct Race Track 


New York, Nov. 28—The New York Racing Assn. is viewing presen- 
tations by four agencies for the promotion and advertising of the new 
Aqueduct track, now under construction. No decision is expected be- 
fore Jan. 1. The campaign will be in addition to the association’s reg- 
ular advertising, handled by Al Paul Lefton Co. 


(Additional News Flashes on Page 81) 


lishers and advertisers off guard. 

Several colorful inserts have 
been scheduled in magazines this 
winter (AA, Nov. 10), and some of 
them are running afoul of a rule 
which specifies that “independent 
publications” cannot be carried at 
second class rates. 

Life has been required to pay 
third class postage on a 24-page 
Corn Products cookbook stapled 
into its Nov. 27 issue, adding 3¢ 
per copy to the mailing cost. There 
are known to be other instances 
involving national magazines, but 
the Post Office has nothing to say, 
and the publishers refuse to con- 
firm. 

Before the controversy runs its 
course it seems likely that the Post 
Office Department’s regulations 
defining the kind of ads which can 
run in magazines getting second 
class rates will go to court for a test 
of their reasonableness. 


= Life’s publisher, Andrew Heis- 
kell, already has noted that Life 
paid third class rates on the cook- 
book under duress, “reserving full 
right to take such action as might 
seem appropriate.” Other contro- 
versies are also said to have ad- 
(Continued on Page 80) 
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Needham, Louis Recovers Stride, | 


Hits Record $37,000,000 Fiscal Year THE 


Agency Regroups Its 
Forces, Shifts More 


Responsibility to Harper | 


Cuicaco, Nov. 26—Last March 
rumors were racing up and down 
Michigan Ave. Needham, Louis 
& Brorby, second or third largest 
home-grown Chicago agency, was 
in trouble, they said. Accounts 
and people were leaving in droves; 
there was some doubt, said the 
rumors, that the agency could sur- 
vive. 

The rumors turned out to be 
100% wrong. Not only has Need- 
ham, Louis & Brorby survived the 
considerable turnover in accounts 
and personnel which afflicted it 
earlier this year, but at the end of 
this week it will close the books 
on fiscal '58 with total billings of 
approximately $37,000,000—the 
highest in its history, and up 
12% from the previous record 
year of 1957, when billings were 
$32,900,000. 


= When, early in February, the 
agency released details of its 1957 
fiscal year, it had already ac- 
quired three accounts to bolster 
its 1958 operations—American 
Smelting & Refining, Renault and 
Peugeot cars in New York, and 
Lipton Tea in Canada. But none of 
these were huge accounts, and 
their news was overshadowed by 
announcement of the resignation 
of a $1,000,000 chunk of Wilson & 
Co. business. 

Then came March, and the an- 
nouncement by Quaker Oats that 
it was withdrawing the $3,500,000 
Ken-L-Ration account from the 
agency, plus the news that Hot- 
point was shopping for a new 
agency to take over, with the re- 
mainder of the account, the tv re- 
ceiver business which NL&B was 
placing. 


= Along with the exodus of these 
well-known account names, per- 
sonnel names were changing, too. 
When the agency released its fi- 
nancial figures for the fiscal year 
ended Nov. 30, 1957, it also re- 
ported the reelection of six direc- 
tors (John J. Louis had retired 
from the agency at the end of the 
fiscal year). These six directors 
were Maurice H. Needham, Mel- 


| vin Brorby, Otto R. Stadelman, W. 
|Raymond Fowler, Paul C. Harper | 
| Jr. and Max D. Anwyl. 

| Yet only a couple of months| 
later, on March 25, when Maurice | 
|Needham announced the election | 
of Paul Harper as exec vp and the | 
naming of five new directors, two | 
of the six reelected directors were | 
already gone—Otto Stadelman, 
longtime media boss of the agen- 
cy, because of his sudden death, 

(Continued on Page 82) 


Good-bye to Nude— 
Hasn't ‘Sell’ Mood 
Like Calendar Should 


San Francisco, Nov. 25—Any 
chance for hopeful movie starlets 
to repeat the Marilyn Monroe rise 
to fame via the nude calendar 
route apparently has gone glim- 
mering. The nude calendar for 1960 
is not only dead, it’s buried be- 
neath a garland of roses. 

And if it isn’t roses, the nude has 
given way to any number of other, 
“more positive’ symbols upon 
which an advertiser would like to 
put his name and product promo- 
tion. 

The new calendars were shown 
here this week to salesmen for 
Shaw-Barton Co., Coshocton, O., 
reportedly the second largest com- 
pany in the nation’s $250,000,000 
calendar business. 


s “Don’t get me wrong,” explains 
Jay F. Shaw, vp and general sales 
manager for the company. “I’m not 
claiming there is less interest in 
nudes. It’s just that calendars are 
supposed to be looked at, and if you 
get some sexy nude, you’ve got to 
put it where many of your cus- 
tomers will never see it. What good 
is that?” 

The nude began to vanish from 
the calendar, Mr. Shaw said, short- 
ly after the end of the Korean war 
and the trend has continued and 
grown in strength from year to 
year until now a calendar custom- 
er “really has to search to find a 
good nude,” 

“A few of the smaller calendar 
houses may still sell them,” Mr. 
Shaw said, “but they’re just not 
good for advertising. Wholesome- 
ness and good art are the theme 


now.” # 


Sell Research Results to Management as 
‘Evidence,’ Not ‘Facts,’ Silldorff Advises 


New York, Nov. 24—‘“I know of 
no formula that will eliminate 
waste in marketing. But there are 
procedures which can beyond a 
doubt do much to greatly increase 
marketing efficiency,” Henry C. 
Silldorff, chairman of G. M. Bas- 
ford Co., told the industrial mar- 
keting session of American Mar- 
keting Assn. here today. 

“We must have facts not only 
about the product itself,” Mr. Sill- 
dorff said, “but also about compe- 
tition, market potentials, available 
channels of distribution, salable 
price range and many other facts. 

“Research to find out what has 
happened in a marketing situation 
certainly produces facts,” he said. 
“But research to help make a de- 
cision as to what might happen un- 
der a given set of oircumstances 
calls for something a little differ- 
ent. I find the word evidence more 
readily accepted by management. 
If we say this evidence indicates 
the probability that this course of 
action will be better than this al- 
ternate course, we stimulate the 
boss. We enlist his sympathetic at- 
tention. We appeal to his judgment. 
And after all he’s the one who must 
make the decision. 


“A friend of mine, a vp of a 
large corporation,” Mr. Silldorff 
said, “puts it this way: Research 
produces evidence on which we can 
make certain suppositions. Until 
these suppositions are tested we do 
not have facts upon which we can 
make decisions. 


= “Having the facts . . . communi- 
cating the basic truths or evidence 
to people who will make decisions 
leads us to the all-important job 
of imaginative exploitation. The 
better mouse trap must be sold. 
“Here,” Mr. Silldorff said, “we 
deal with prospects, distribution, 
sales training, merchandising, ad- 
vertising and sales promotion. Co- 
ordination of effort is vital. The 
right hand must know what the left 
hand is doing. We must base our 
actions on facts and must use our 
imagination and skills to exploit 
every advantage we possess. 
“Feedback from the field is often 
carelessly evaluated,” Mr. Silldorff 
pointed out. “Research to disclose 
the effectiveness of the plan, to 
seek weaknesses in the various 
links in the chain of integrated 
marketing should be used much 


more.” # 


CAN YOU PICK 
BU!ABLE BEE 
‘de? 


$34 HMbhic 


emma Remes Fectmee Acme Sater me 


THE WAY—Effective advertising can 
be produced only by “starting with 
product, studying it, comparing it, 
eating it, till you find its effective 
selling proposition,” says Richard 
K. Manoff, whose agency turned 
out this Columbia River Packers 
Assn. ad. 


Food Ads Must 


Be ‘Centripetal,’ 
Manoff Asserts 


Agency Head Hits 
‘Centrifugal’ Ads Where 
Product Is ‘Off in Corner’ 


New York, Nov. 26—Take it 
from an ex-“Inner Sanctum” 
script writer, the product is the 
whole plot in ad copy for food. 
And, he insists, the ads must be 
“centripetal.” 

Richard K. Manoff, who left 
Kenyon & Eckhardt early in 1956 
to start his own agency, said yes- 
terday that the focus of adver- 
tising is the product. “The product 

(Continued on Page 80) 


Agency ‘Glamor’ 
Masks Inexperience, 


Williams Declares 


Los ANGELES, Nov. 25—The 
“mystery and fan-fare’ which 
seem to surround the agency busi- 
ness are camouflage thrown up to 
hide the lack of business knowl- 
edge and experience so many ad- 
men do not have, Howard Wil- 
liams, president of Erwin Wasey, 
Ruthrauff & Ryan, told members 
of the Harvard Business School 
Club of Southern California last 
week. 

Mr. Williams said he established 
a policy at the agency that every 
person entering the business should 
first have selling experience. 

“In my judgment advertising is 
selling, and consequently it follows 
that every person in advertising 
should have had selling experience 
and know why a customer buys,” 
he said. 


s The definition that “advertis- 
ing is selling” may not be liked by 
the experts, he observed, but it 
does take “the so-called glamor, 
fuss and feathers out of advertis- 
ing. 
“Advertising is a serious busi- 
ness; it should be for it involves 
the expenditure of billions of dol- 
lars each year,” he said. “Anything 
involving even one dollar is serious 
business to me; that has been my 
training. I believe that on every 
dollar spent, at least $1.10 should 
be returned. For a business with- 
out profit is a ‘monkey busi- 
ness’.” # 


‘Heileman Shifts 
'$1,000,000-Plus 
Account toMcCann 


LaCrosse, Wis., Nov. 25— 
|G. Heileman Brewing Co. an- 
| nounced today that it will shift 
j}its $1,000,000-plus advertising ac- 
|count from Compton Advertising 
to McCann-Erickson Jan. 1. 

The brewer said it and Compton 
|agreed mutually to part because 
|Heileman’s long range expansion 
|plans would put it in conflict with 
another regional beer account han- 
dled by the agency. 

Heileman’s distribution current- 
ly is concentrated in Wisconsin, 
Illinois, Minnesota, Iowa, parts 
of Nebraska and in the northern 
sector of Indiana. The company 
plans to expand to states south of 
this area. 


® The anticipated conflict would 
be with Sterling Brewers Inc., 
Evansville, Ind., which has strong 
distribution in Indiana and Ken- 
tucky. Sterling, which markets 
Sterling beer, reportedly plans to 
expand in a northerly direction. 
Compton has been Sterling’s agen- 
cy for two years. 

Robert Terry, Heileman’s ad- 
vertising manager, told ApvEerTiIs- 
Inc AGE that McCann was selected 
over other agencies because of its 
“excellent” work for Lucky Lager 
Brewing Co., San Francisco, and 
because of its excellent facilities. 

“We have parted on the best of 
terms and we feel that Compton 
did a wonderful job for us,” Mr. 
Terry said. “The agency agreed 
that a conflict would result be- 
cause of our future expansion so 
we decided to make the change 
now.” 

McCann will handle the new 
account from its Chicago office. 
Tobin Carlin has been named ac- 
count executive for Heileman’s. 


= The Heileman account has been 
bouncing from agency to agency 
in the last five years. Leo Burnett 
took over the account on Jan. 1, 
1954, succeeding Gordon Best Co., 
which had had it for six years. 

Burnett resigned Heileman in 
October, 1955, to take on Pabst 
Brewing Co., and the account 
moved to Earle Ludgin & Co. (AA, 
Dec. 12, 55). Ludgin lost the ac- 
count about 18 months later to 
Compton, which resigned M. K. 
Goetz Brewing Co. (AA, May 27, 
57). 

In addition to Sterling, Compton 
also handles Jacob Ruppert Brew- 
ery, New York, which has no dis- 
tribution in the Midwest. # 


Dailey Leaves McCann 

Robert W. Dailey has resigned 
as a vp of McCann-Erickson, Chi- 
cago. With the agency 14 years, 
he was a vp and general manager 
of the agency’s Cleveland office 
before transferring to Chicago 
June 1, 1958. 


WILLIAM F. TIEFENWERTH, formerly 
product director of the Tek tooth- 
brush and Hughes hairbrush divi- 
sion of Johnson & Johnson, has 
been appointed director of adver- 
tising and merchandising of the 
Lady Esther division of Chemway 
Corp., Wayne, N.J. 


Advertising Age, December 1, 1958 


At TvB Meeting... 


Refute Attacks 
on TV in Print 
Media: Rodgers 


Retiring TvB Chairman 
Hits ‘Criticism Barrage’; 
Clipp Is New Chairman 


New Yerk, Nov. 25—The retir- 
ing head of the Television Bureau 
of Advertising last week noted that 
tv is beset by a “continuing and 
accelerating barrage of criticism 
and complaint.” 

Lawrence H. Rodgers II, WSAZ- 
TV, Huntington, W.Va., told the 
annual membership meeting of the 
TvB that tv is being flayed for its 
“pedestrian programming and ob- 
noxious commercial practices.” He 
continued: 

“Regardless of the truth or fal- 
sity of such allegations, the plain 
fact remains that it is the individ- 
ual station which must bear the 
brunt and solve the problems. The 
fact is that allegations of too many 
commercials were brought on in 
most instances by abuse of program 
standards in pursuit of a fast buck. 
And today station after station 
finds itself either sold out or in- 
viting advertiser reprisal by jam- 
ming up commercials. 


= “It’s been my observation that 
the broadcasting operation that is 
sold out is either a monopoly or 
underpriced . . . the bulk discounts 
into which we rushed headlong at 
the first sign of a soft market are 
now responsible for many of our 
woes.” 

Mr. Rodgers said most stations 
report stationary or lower revenues 
despite higher units of sales. This, 

(Continued on Page 79) 


Campbell Back 


on British Soup 
Market Scene 


LONDON, Nov. 25—Campbell 
Soup Co. re-entered the British 
market last week after a long ab- 
sence brought about by World 
War II and postwar controls. 

H. J. Heinz, currently the mar- 
ket leader in Britain, estimates 
that present consumption of man- 
ufactured soup in the United 
Kingdom is about 6% lbs. per 
head per annum. It believes this 
figure can be greatly increased. 

Most manufacturers of soups 
and soup mixes feel the market 
has not yet been fully exploited, 
and competition is beginning to 


simmer. Next year it is expected 
_ | to be fiercer than ever. 


Just now the annual fall-winter 
campaigns are beginning to get 
rolling. But it is expected that 
summer advertising, previously 
considered largely a waste of ef- 
fort, will be stepped up in 1959. 
The future pattern for advertising 
in this market is likely to consist 
of year-’round campaigns, with 
massive drives in the fall and 


| winter. 


= Some 30% of all British house- 


‘| wives never buy soup, according 


to one market survey. Some 86% 
reported they never purchase soup 
mixes and some 90% reporj that 
they never buy soup powders. 

This survey showed Heinz to be 
far and away the market leader 
in the canned soup field. Asked 
what brand they had last bought, 
66% of all housewives named 

(Continued on Page 30) 
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Advertising Age, December 1, 1958 


Mix Dancer, 60, 
D-F-S Chairman, 


Dies on Vacation 


Antigua, W. I., Nov. 25—How- 
ard Mix Dancer, 60, veteran agen- 
cy executive and board chairman 
of Dancer-Fitzgerald-Sample, died 
here Nov. 21 of a heart attack. He 
was vacationing with his wife. 

Mr. Dancer was born on a farm 
at Lamoni, Ia., the son of a well- 
to-do farmer. After graduation 
from the University of Iowa, he 
went to work for the Ottumwa 
Iron Works, owned by his father- 
in-law. 


After eight years with the iron’ 


company, Mr. Dancer moved to 
Davenport, where he broke into 
the agency business with the L. 
W. Ramsey Co. in 1929. He moved 
to Chicago the following year and 
joined Henri, Hurst & McDonald 
as an account executive. 

While at Henri, Hurst, Mr. 
Dancer and the late W. B. Henri 
were credited with building Red 
Heart dog food (packed by John 
Morrell & Co.) into the largest 
selling dog food. 


® Red Heart ads then maintained 
that the product was “fit for hu- 
man consumption,” and Mr. Dan- 
cer is known to have eaten the 
dog food on numerous occasions to 
prove the point. Red Heart’s in- 
troduction of three flavors of dog 
food—meat, fish and cheese—rev- 
olutionized the industry. (The dog 
food account moved to Campbell- 
Mithun in 1954.) 

“Mix was a man with good or- 
ganization sense,” a retired agen- 
cy executive told ADVERTISING 
Ace. “He was not a creative man 
nor a great salesman, but he bred 
confidence with our clients. He 
was a tower of strength, and it 
went well with his size.” (Mr. 
Dancer was 6’6” tall and weighed 
about 240 lbs.) 

In 1937, Mr. Dancer, who had 
risen to the position of vp and 
general manager of Henri, Hurst, 
left that agency to join the old 
Blackett-Sample-Hummert agen- 
cy in Chicago as an account exec- 
utive on General Mills. He served 
as president of the agency from 
November, 1940, until it was dis- 
solved on Dec. 31, 1943, and a suc- 
cessor agency, Dancer-Fitzgerald- 
Sample, was organized . 


With Clifford L. Fitzgerald and| 


J. G. Sample, Mr. Dancer found- 
ed D-F-S, and took over the Chi- 
cago and New York offices of 
Blackett-Sample-Hummert. In its 
first year of operation, the new 
agency billed $23,000,000, accord- 
ing to AA’s annual survey. Last 
year D-F-S rated as the 13th 
largest agency, with billings of 
$73,000,000. Mr. Dancer had been 
president or board chairman of 
the agency since its founding. 


= In 1948, Mr. Dancer took on all 
account handling responsibilities 
for all brands in the New York, 
Chicago and Toronto offices of 
D-F-S to enable Mr. Fitzgerald to 
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Fink 


Schroeter 


HONORED—Harry F. Schroeter, director of advertising of National 
Biscuit Co., accepts for his company the first annual industry award 
presented by the Package Designers Council. Karl Fink, PDC, pre- 
sents the trophy while looking on is Roy Larsen, PDC, director of 
the packaging and graphics division of Raymond Loewy Associates, 
Nabisco’s package design consultant. The award is for “outstanding 
contribution to the use of creative package design in marketing.” 


Mass Is Boring; Client Is Imbecile. . . 


French Highbrows Like Movie Screen 
Ads-They‘re More Creative: Sarrut 


Only 15 Top Filmed Ad 
Makers in World—Ten 
in U.S., He Declares 


Cuicaco, Nov. 28—In 1950, after 
five years of making feature mov- 
ies (and good ones), Andre Pierre 
Albert Sarrut returned to his first 
love, the ad business, because “I 
could feel more pleasure of crea- 
tion. 

“IT was fed up with box office; 
the mass bores me,” M. Sarrut, 
who has just signed a deal (AA, 
Nov. 24) by which Telefrance, a 
new subsidiary of Fred A. Niles 
Productions, will handle U.S. sales 
of his filmed ads, told ADVERTISING 
AGE. 

M. Sarrut had just begun a fort- 
night-long visit in this country, 
beginning with the trio of Chica- 
goans who operate Telefrance: Mr. 
Niles; Marvin Frank, president of 
W. B. Doner & Co., Chicago, and 
Aaron Cushman, head of the pr 


spend more time with the creative 
functions of the agency. 

Mr. Dancer was one of the key 
men from a D-F-S team which 
solicited and won the $6,000,000 
Frigidaire account earlier this 
year (AA, May 19). 

Long active in the American 
Assn. of Advertising Agencies, Mr. 
Dancer served a term as secretary 
of the organization. He was a resi- 
dent of The Plains, Va., and New 
York City, having moved to the 
New York area in 1949 when 
D-F-S moved its headquarters 
there. + 


DANCER IN 1950—H. M. (Mix) Dancer is shown at agency festivities 

marking Dancer-Fitzgerald-Sample’s consolidation of four agency 

offices under one roof at 347 Madison Ave. in April of 1950. In the 
background is Clifford L. Fitzgerald, then vp, now president. 


organization bearing his name. 


a M. Sarrut explained that since 
“the public doesn’t consider adver- 
tising an art, it is willing to accept 
revolutionary ex- 
pression in an ad- 
vertising short 
which it wouldn’t 
accept in a fea- 
ture film. 

“The public 
likes original cre- 
ation in advertis- 
ing; it hates it 
in entertain- 
ment,” he said. 
“It is getting so 
the advertising 
intermission in a theater has the 
appeal for the highbrows.” 

French advertising, relying much 
more heavily than does its Amer- 
ican counterpart on theater screen 
ads, had lots of practice with 
filmed ads when tv came along, a 
fact which the organizers of Tele- 
france hope will constitute an at- 
tractive point about French com- 
mercials in the eyes of American 
advertisers. 

(The same practice in theater 
advertising also is expected to give 
the French film makers’ ads an ad- 
vantage as color tv becomes more 

(Continued on Page 79) 


McGraw-Hill Rejoins 
MPA; Lauds Group's 
‘Renewed Vitality’ 


New York, Nov. 25—McGraw- 
Hill Publishing Co. has rejoined 
the Magazine Publishers Assn. 


M. Sarrut 


The company, a founding mem- | 


New Direct 
Sets Seal of 


Available Dec. 14, Code 
Cites Rules for Mail 
Houses, List Suppliers 


New York, Nov. 25—Text of the 
new code of ethics and standards 
of practice covering the rental and 
exchange of mailing lists was re- 
leased today by the Direct Mail 


Newspaper Ad Rates 
Increase 74% in 12 
Years: ANA Survey 


New York, Nov. 25—How stead- 
ily increasing costs have affected 
ad rates in daily newspapers since 
1946 is spelled out this week by the 
Assn. of National Advertisers in its 
survey, “Circulation and Rate 
Trends of Daily Newspapers.” 

The study—covering circulation 
and rate data from '46 through ’58 
—is the third ANA report analyz- 
ing rate and circulation trends of 
about 225 dailies with 50,000 cir- 
culation or more. 


s Some highlights from the report: 


e Circulation of dailies surveyed 
has increased 11.4% from 1946. 


e Ad rates, based on 5,000 lines, 
have increased 74.4%. 


e Rates per 1,000,000 circulation 
in the 12-year period have in- 
creased 56.6%. 

The 43-page report, compiled 
by Standard Rate & Data Service, 
|is in two parts. The first shows 
circulation and ad rate data for 
jall U.S. English-language dailies 
|combined, plus a separate analysis 
| for morning, evening and morning- 
j}evening combinations. The second 
|section lists data for individual 
newspapers. 

Copies are available to non- 
members from the ANA offices in 


|New York, 155 E. 44th St. # 


Mail Code 
Approval 


Advertising Assn. 

The code, adopted on Sept. 4 and 
since subjected to the scrutiny of 
the association’s legal eagles, will 
be available to DMAA members 
beginning Dec. 14. Printing of cop- 
ies will take till then. 

Major divisions of the code deal 
with the obligations of list owners, 
mailers and list brokers; relations 
of mailers, list owners and brokers, 
and “enforcement” of the code. 

“Any mailer who subscribes to 
this code and who has good reason 
to believe that a list owner has 
violated any of its provisions may 
report the circumstances,” the code 
says, and the DMAA seal of com- 
pliance will be withdrawn if the 
code has been violated and it is 
felt that violations are likely to be 
repeated. Withdrawing the seal 
can be made only by a two-thirds 
vote of all members of the’ group’s 
certification committee. 


= Purpose of the code, it was said, 
“is to standardize and impreve 
common practices and procedures 
in the rental and exchange of mail- 
ing lists. 

“Except for the basic offer itself, 
lists are the most important single 
element in the success of any direct 
mail campaign. And bad list prac- 
tices are the cause of more waste 
and more unproductive mailings 
than any other single phase of the 
direct mail operation. 

“When a rented mailing list fails 
to produce for a mailer, not only 
the mailer suffers, but the list own- 
er and the list broker as well. For 
obviously a mailer will not con- 
tinue to use a list that fails. 

“But beyond these immediate fi- 
nancial losses, any list failure hurts 
the long range interests of all mail- 
ers. The direct mail industry is 
completely dependent on the con- 
tinued development of new and 
productive lists. The best way to 
develop such lists is to cultivate in 

(Continued on Page 26) 


Top 10 Brewers’ Ad Spending Nearly 


Doubled Between 


| CxHrcaco, Nov. 25—“In a growing 
competitive beer market, the lead- 
ing brewers concentrated on four 
main points for their marketing 
strategy: 

1. “Branch operations for region- 
al market concentrations, thereby 
reducing distribution cost. 

2. “Multiple brand distribution. 

3. “Increasing advertising pro- 
grams and merchandising activi- 
ties. 

4. “Competitive pricing at local 
market level.” 

This conclusion is from “Ameri- 
can Brewing Industry and the 


| Beer Market,” a new book written | 


‘by Ko Ching Shih, director of 


ber of MPA in 1919, and biggest 


business magazine publisher in the 
U. S., resigned a little over a year 


ago from MPA allegedly because | 
the association did little or nothing | 
(AA, | 


for business publications 
Sept. 16, 57). 


“At that time,” the company said | 


today, “we decided to withdraw 


but stated our intention to observe | 


the work of the association from 
the vantage point of non-partici- 
pation and to reconsider our de- 
cision after the lapse of a year. 
“We are now satisfied that there 
are distinct advantages to Mc- 
Graw-Hill in MPA membership, 
and that there are many areas of 
activities of the association in 
which we can make a contribution 
(Continued on Page 30) 
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“BEST SELLER’—H. W. Gossard Co. is 


to U.S. buyers. The flyleaf gives 
a “blurb” and opening pages tell 
about the fit of Gossard’s newest 


Answer girdle. 


sities 
==" | mercial banks and security brok- 


mailing “The DEButante Has a Fit” 


‘52-57, Book Says 


marketing services of Grant Ad- 
vertising, Chicago. 


s A former researcher with Miller 
Brewing Co., Mr. Shih and his 
wife have gathered a wealth of 
information on the industry from 
widely-scattered sources. Com- 
piled with care and ably illustrated 
with graphs and charts, the book 
presents an interesting picture of 
the brewing industry. 

In a chapter on marketing 
strategy, the book shows that in 
1935, the ten leading brewers of to- 
day operated only 10 plants in sev- 
jen states. By 1958 the same ten 
brewers were operating 41 plants 
in 16 states. 

Mr. Shih also estimates that the 
top ten brewers spent about $39,- 
000,000 on advertising in 1952, and 
‘they spent about $70,000,090 in 


| 


| 1957. 


| 

| s Showing the growing concentra- 
|tion within the industry, the book 
|states that in 1940 the top ten 
brewers accounted for 23% of total 
industry sales, and by 1957 this 
|share had jumped to 46%. 


The book is designed for com- 


;ers, agencies, media and business 
| consultants, as well as members of 
| the brewing industry. It was print- 
jed by W. A. Krueger Co., Brook- 
|field, Wis., and is available only 
|through Mr. Shih, P. O. Box 65, 
| Cudahy, Wis, # 
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Shift from Burnett 
Puts Whole Crane 
Account at Buchen 


Curcaco, Nov. 28—Shifting of the 
Crane Co. plumbing and heating 
account out of Leo Burnett Co. and 
back to the Buchen Co., a phenom- 
enon which last Friday Fred C. 
Akers, Crane’s manager of com- 
mercial research and advertis- 
ing, told ApVERTISING AGE was a 
“malicious rumor,” occurred this 
week. 

In returning the $1,000,000 
plumbing and heating business to 
Buchen, Crane said it was consoli- 
dating its advertising into one 
agency so. “we. can better coordi- 
nate our selling effort.” 

Buchen, which currently handles 
all the rest of Crane advertising, 
previously had the plumbing and 
heating division, which was 
awarded to Burnett on Jan. 1, 1952 


(AA, Sept. 17, 51). Buchen will 
take over the account on Jan. 1. # 


‘Seventeen’ Offers Split Runs; 
‘Life’ Offers Horizontal Units 
Seventeen, effective with the 
January issue, will enter the split- 
run field via an alternate copy 
split run and a two-way geograph- 


ic run. Alternate copy runs will be ei 


accepted in units of more than 
half-page based on a premium of 


|$135 per b&w ad. The geographic 


split offers a limited number of 
pages in issues east and west of 
the Mississippi River. Costs are 
based on $600 premium per b&w 
page, with minimum space re- 
quirements at half-page. Regular 
ad rates are presently based on 
$3,645 per b&w page. 

At the same time, Life an- 
nounced availability of the follow- 
ing horizontal space units: hori- 
zontal half-page in four colors, 
$24,000; page and a quarter, four 
color, $53,300; page and a half in 
four color, $64,900; spreads of two 
four-color horizontal half-pages, 
$48,000. 


JACK VAN URK will resign as exec 

vp and director of Calkins & Hol- 

den, New York, Jan. 1, to open a 

pr, advertising and marketing con- 

sulting company in Philadelphia 

and Pittsburgh. He joined Calkins 
in 1954. 


Advertising Age, December 1, 1958 


Highlights of This Week's Issue 


© | Life finds itself caught off guard by new 


Post Office “get tough” policy on en- 
forcement of regulation on inserts in 
magazines, pays 3¢ third-class postage 
on Corn Products 24-page cookbook in- 
sert under protest ..................0.0...KMage 1 


H. J. Heinz Co. puts its new tomato juice 
concentrate, which it was test market- 
ing a year ago, into national distribu- 
tion 


Glenmore Distilleries moves three of its 
brands—Yellowstone bourbon, King’s 
Ransom and House of Lords scotch— 
from Compton Advertising to D’Arcy 
Advertising Co., effective Jan. 1, thus 
consolidating all its advertising in one 
agency Page 1 


Needham, Louis & Brorby—rumored ear- 
lier this year to be in trouble because 
of account losses—this year will close 
its books with billings of $37,000,000, 
the highest in its history and up 12% 
from the previous record year of 
1957 Page 2 


Calendar nudes are on their way out, as 
business men seek art themes for their 


Lynch & Hart Moves 
Lynch & Hart Advertising Co., 
St. Louis, has moved to larger 


quarters at 7730 Carondelet St. 


—_— 
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Baltimoreans wake up with THE SUN. They have dinner with 
THE EVENING SUN. They gladly relinquish half of every Sabbath 
to pore over THE SUNDAY SUN. The Sunpapers, you see, are more 


than a business in Baltimore—they’re an established community 


custom. That's why advertising leadership is so great—and growing 


constantly. That’s why The Sunpapers are uniquely qualified to 


carry your message. 


The SUNPAPERS 


of Baltimore 


Combined daily clneahiilion 410,932 . . . Sunday 319, 488 


National Representatives: Cresmer & Woodward, Inc., New York, San Francisco & Los Angeles; 


, A 


s which have more sell, Jay F. 
Shaw, vp and general sales manager of 
Shaw-Barton Co., says 


Campbell Soup Co. re-enters the British 
market after a long absence caused by 
World War II and postwar restrictions; 
will challenge H. J. es, ———— 
the market leader .................. ..Page 2 


es researchers should speak of their 
as “evid ”" not “facts,” to 

sell their results to management, Hen- 
ry C. Silldorff, chairman of G. M. Bas- 
ford Co., tells researchers 


Agency “mystery and fanfare” are cam- 
ouflage thrown up to hide the lack of 
business knowledge and experience so 
many admen do not have, Howard Wil- 
liams, president of Erwin Wasey, Ruth- 
rauff & Ryan tells Harvard Business 
School Club of Southern Califor- 
nia Page 2 


French Artist Albert Sarrut left the movie 
making business to re-enter the thea- 
ter advertising field because ‘“‘the mass 
bores me,” will now sell his award- 
winning commercials in the U. S. via 


Telefrance, a new subsidiary of Fred 
A. Niles Productions ................006 Page 3 
Direct Mail Advertising Assn. releases 


text of the new code of ethics it adopt- 
ed Sept. 4 Page 3 


Advertising budgets of the top ten brew- 
ers nearly doubled between 1952 and 
1957, going from $39,000,000 to $70,000,- 
000, new book “American Brewing In- 
dustry & the Beer Market” by Ko 
Ching Shih, director of marketing serv- 
ices of Grant Advertising, re- 
veals Page 3 


Newspaper advertising rates have in- 
creased 74% in 12 years, Assn. of Na- 
tional Advertisers survey reveals .Page 3 


MeGraw-Hill Publishing Co. rejoins the 
Magazine Publishers Assn. which it 
quit in 1957 because it said the associa- 


tion did little or nothing for business 
publications Page 3 


Ne sugar sweetens Department of Agri- 
culture’s tea as sugar makers and sugar 
users disagree on who gets the benefit 
of the Sugar Act as it is adminis- 
tered Page 6 


Publications run by trade associations 
are a major concern to the “indepen- 
dent” trade press because they get tax 


and postal ‘‘breaks” while carrying ad- 
vertising competitively, Associated 
Business Publications’ William Beard 
says Page 18 
Beech-Nut coffee’s new advertising 


theme urges consumer to keep coffee 
in the refrigerator to preserve its 
freshness Page 19 


The television networks—not the adver- 
tising industry—are responsible for im- 
proving programming, Ted Bates’ Pink- 
ham says Page 22 


41 top New York retailers adopt stand- 
ards to eliminate deceptive or confus- 
ing price reduction, comparison or sav- 
ings ad Page 28 


Hotpoint Co. introduces its 1959 line of 


kitchen-laundry appliances with a 
$350,000 ad campaign in 13 maga- 
zines Page 32 


Kids have high retention of outdoor post- 
er ads, Starch study shows ..........Page 40 


c y 2d i hentia 
trate en basic planning instead of get- 
ting into the creative act in competi- 
tion with their ad agencies, George 
Gross of Monsanto Chemical Co., 
says Page 56 


Agency competitien for clients has cre- 
ated a demand for “scientific evidence 
that does not exist” and is leading to 
“showy, salable work,” Donald R. 
Longman of JWT say’ ............... Page 61 


Top tv writers say that taboos by net- 
works, sponsors and agencies are <iriv- 
ing them away from writing for tele- 
vision Page 76 
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Allen Sommers Moves Office 
Allen Sommers Associates, Phil- 
adelphia correspondent for ADvVER- 


TistInc AGE, has moved to larger 
quarters at 1602 Spruce St., Phil- 
adelphia. 


When the same copy is used for national advertising 


in media printed by letterpress and gravure, 
order both from one source: 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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..{heres$ nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


The two most searching questions an advertiser can ask about a 
magazine are, ‘‘Who reads it?’”’ and ‘What effect does it have on 
its readers?”’ 

The effect Better Homes and Gardens has on its readers—a 
monthly average of 15’ million home-centered men and women — 
is unique among all media. BH&G’s editors know how to make the 
idea of turning the back yard into a patio-garden or 
fishing comfortably from your own boat 
both alluring and attainable. It 


During the year 1/3 of America reads 


turns readers into participators. Instead of merely reading their, favor- 
ite idea magazine, they “live by the book”—plan and garden and 
build and decorate and cook and travel and buy by it! 

Advertising becomes welcome and important in this climate of 
active participation. Because people bent on turning ideas into reali- 
ties are ready and willing to buy. Meredith of Des Moines . .. America’s 
biggest publisher of ideas for today’s 

living and tomorrow’s plans 


... the family idea magazine 


NOW OVER 4,500,000 COPIES MONTHLY 
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This Week in Washington... 


Rival Factions ‘Sweet-Talk’ U.S. 


By Stanley E. Cohen 
Washington Editor |proved for 1959. 

WASHINGTON, Nov. 26—To put it} For the long run, they claimed, 
mildly, there were conflicts in the no effective administration of the 
testimony which was offered to the | sugar act will be possible while it 
Department of Agriculture this contains certain “anti-consumer” 
week as it went about its annual| amendments which were added by 
task of estimating the nation’s sug- | Congress in 1956. They thought the 
ar requirements. | Agriculture Department ought to 

Industrial users—bakers, confec-| spearhead a drive to get these 
tioners, bottlers, ete—were on amendments repealed. 
hand to complain that quotas have | 
been too low in the past. Year after| s Meanwhile the department got 
year, they said, the department has | a different story from producer in- 
discounted their estimates and ar-|terests. Using the department's 
rived at quotas which proved to be | own statistics, the magazine Sugar 
too low. By the time supplemental | y Azucar submitted a report show- 
quotas were arranged, prices inev-|ing that the spread between the 
itably edged upward, never to re-| raw and refined price of sugar has 
treat to the earlier level. |greatly widened in the past 10 

Users said prices in some parts| years. It charged that the sugar 
of the country are now at record | act gives more and more protection 
peaks, and that they will go higher | to consumers and less and less to 


|unless a generous allotment is ap- 


producers. man, promises his probe will focus 

“If the act as ': w drawn cannot| on prices at the manufacturing 
adequately proi' ' the welfare of | level. But this is little consolation 
producers,” the .agazine argued,|to fair trade strategists, who fig- 
“the Departmen: { Agriculture has|ure that any public discussion of 
an obligation to propose amend-| drug industry mark-ups can hard- 
ments so that it \ ill.” ly do their cause any good. 


Perhaps budget 


Pactto Pacify chief Maurice 
Stans ought to be 


Drug Data Rivals? 
paese tas already transferred to the 


flexed its musc!\s with highly in-| State Department. His skills in the 
| cendiary reports on the automobile field of diplomacy were demon- 
and steel indust)), has sent a shud- | strated this week in an agreement 
der through the drug trade. Its| settling a long-standing feud be- 
next subject for dissection is the|tween the Department of Labor 
price of drugs, «\ready denounced |and the Department of Commerce 
as too high in a scholarly statistical|on the release of statistics about 
‘report published by the Federal|employment and housing. 
| Trade Commission last summer. At present, 
One reason the drug trade is collect information in both fields, 
particularly touchy about a free|and both join in issuing joint re- 
| swinging report on drug prices now | leases. Needless to say each release 
|is that they fear it will undermine | involves cumbersome inter-agency 
| their incipient drive for a federal) negotiating, and there have been 
\fair trade law in the next Con-|times when diplomatic relations 
gress. Sen. Estes Kefauver (D.,| were strained after one agency or 
|Tenn.), the subcommittee chair-| the other found it to its advantage 


jenate anti- 


SenatorsEye .onopoly sub- 
committee, which 


ROBERT PRESTON as The Music Man, the show about early 20th 
century lowa, described as “one of the best musicals of all time.” 


Hometown paper 
for the whole state 
of Iowa... 


ey 


because it knows the territory? 
Well, that’s part of the answer. As they sang 
in The Music Man, “Ya gotta know the 
territory.” That was true when The Music 
Man roamed in lowa early in the century 
and it’s true today. With prize-winning 
Washington coverage, an outstanding farm 
staff, exciting sports reports, dramatic 
photo coverage—and a thorough 
understanding of lowa and lowans, 

The Register and Tribune has built perhaps 
the most unusual circulation of any paper 
in America. Its papers are read by 70% 

of the whole state of lowa! 


Des MOINES 
REGISTER ann TRIBUNE 


350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 


both departments | 


Advertising Age, December 1, 1958 


to jump the gun or “leak” some 
advance hints. 

Under the new arrangements 
announced by the Bureau of the 
Budget, Commerce Department 
will take responsibility for all sta- 
tistics in the housing field, al- 
though it will continue to get some 
of them from the Department of 
Labor. Labor Department will be 
king-pin as far as employment is 
concerned, although many of its 
data will continue to come from 
the field staff of the Bureau of the 
Census. 

So the antagonistic bureaucratic 
empires have been brought into 
harmony. Before peace is official, 
however, the Budget Bureau must 
still “sell” the settlement to the 
congressional appropriations com- 
| mittee. 


Government 
‘First’ Seer economists are 
'IsOptimistic piecing together 

their year-end 
forecasts, and the outlook seems to 
be “fair and warmer.” As usual the 
first to have to stick his neck out 
is Nathan M. Koffsky, in the agri- 
culture marketing service. He is 
required to take a stand before the 
department’s annual ‘‘outlook’’ 
conference, so each November he is 
in the uncomfortable spot of lead- 
ing the parade. 

Mr. Koffsky has consulted his 
charts and come up with a predic- 
tion that the recovery that has been 
under way in the last half of 1958 
will sweep ahead into 1959. He 
|sees prospects of “an increased 
flow of expenditures from a broad 
range of categories.” 

This analysis is hedged by a bit 
more “economist jargon” than Mr. 
Koffsky customarily uses, but it 
seems to come down to a belief that 
consumer buying will remain brisk 
and become brisker; that construc- 
tion, including housing, will con- 
tinue to climb; that government 
spending (federal, state and local) 
will increase and, finally, that for- 
eign trade and industrial expendi- 
tures for plant and equipment will 
become stronger as 1959 unfolds. 


The average bill 
Electricity Costsfor 250 kwh of 
Slightly More electricity (for 

the nation, as a 
whole, the average home uses 264 
kwh per month) advanced by 7¢ in 
1957, and stood at $7.30 as 1958 
opened, the Federal Power Com- 
mission reports. It was up only 32¢ 
since 1950, and it was still 7¢ lower 
than the price of a comparable 
amount of electricity in 1940 and 
$1.61 below the average monthly 
price for 250 kwh in 1935. 

The price of electricity, like that 
of everything else, has tended to 
press upward, but there are still 
instances where electric costs have 
been going down. Roughly half of 
all U. S. communities had changes 
in electric bills in 1957, and in 
1,047, served by 111 utilities, the 
change was upward. But there 
were 199 communities, served by 
24 utilities, which had decreases 
as well as increases. And there 
were 252 communities, served by 
67 utilities, which enjoyed outright 
rate reductions in 1957. + 


Paul Named Copy Chiet 
Howard M. Paul has been named 
copy chief of Stern, Walters & 
Simmons, Chicago. He formerly 
held the same position with 
Charles O. Puffer Co., Chicago. 


Dts a Mans World! 


That’s What Advertisers Reach in 
The Sporting News 
National Baseball Weekly —St. Louis, Mo. 

With 98% Male Readership _ 
Largest Newsstand Sole of Any Sports Weekly 


Published Weekly Since 1886 —70 Continvous Years 
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LIVING 


for Young Homemakers’ 


CIRCULATION 
HTD 


ALL TIME 


circulatio 


of the magazine 
726,200* 


otal circulation in 


A STREET & SMITH PUBLICATION L 


IVING 


575 MADISON AVENUE » NEW YORK 22 


THE TIME OF PURCHASE MAGAZINE 


*publisher's estimate 
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Business Papers Essential to Sell 
of General Media, Putman Tells NBP 


Publisher Calls Business 
Press ‘Shock Troops’ 
Paving Advertiser's Way 


San Francisco, Nov. 26—A total 
of 2,500 specialized business mag- 
azines last year carried 1,284,000 
pages of advertising and enjoyed a 
gross revenue of $567,600,000, 
members of the San Francisco Ad- 
vertising Club were told here today 
by Russell L. Putman, president of 
Putman Publishing Co., Chicago. 

The adclub’s regular weekly 
meeting served officially as part of 
a day-long regional conference of 
National Business Publications, 
with Mr. Putman also serving as 
participant in an afternoon round 
table session. 

A similar conference was held 
yesterday at Los Angeles, after 
which many of the participants 
flew here for today’s meeting, 
which brought advertisers, agency 
people and publishers togcther for 
review of mutual problems. 


= “Specialized business publica- 
tions,” Mr. Putman declared, “are 
highly efficient channels of com- 
munication between the related 
elements of a given industry, facet 
of business or profession. Without 
such magazines, many of the gen- 
eral media advertising successes of 
today would not even be in exist- 
ence.” 

Business magazines, Mr. Putman 
asserted, “play a major role in 
giving an ad campaign a sound 
base on which to build. They are 
the shock troops that move in first 
to prepare the way for general 
media advertising. 

“These magazines and general 
media,” he continued, “are natural 
allies, with each other as well as 
with the graphic arts and all serv- 
ices that work with general media 
advertising. All gain together; or, 
separately, all lose.” 

Robert E. Harper, president of 
NBP, presided over both morning 
and afternoon sessions of the con- 
ference. 


s Preceding the afternoon panel 
session, John J. O’Rourke, presi- 
dent of John O’Rourke Advertising, 
San Francisco, described methods 
of “selling the market as well as 
the magazine.” 

Mr. O’Rourke warned that ad- 
vertisers who wish to find the way 
to more aggressive marketing “had 
damn well better eliminate the 
petty jealousies that send sales 
programs off on tangents; the fear 
of management disapproval that 
blocks aggressive advertising 
thinking. 

“We must find ways to eliminate 
the lack of understanding of com- 
pany treasurers or controllers,” 
Mr. O’Rourke continued, “as well 
as the influence of the society of 
friends, relatives and wives of ad- 
vertisers. 

“Selling today,” Mr. O’Rourke 
declared, “is the science of precise 
marketing, and one major problem 
in this science is to identify the 
consumer and to organize the mar- 
kets.” 


® Media selection, Mr. O’Rourke 
pointed out, “is never a simple task 
of fitting the publication to its 
product and its market. Instead it 
is a vast forest of magazines and 
data which most of us cannot take 
the time to evaluate. 

“Specialized business magazines 
can do much to help provide us 
with a continuous stream of market 
data to help us evaluate the mar- 
kets you reach in terms of total 
sales potential to the advertiser,” 
he said. 


@ Albert H. deGrassi, advertising 


manager, Kaiser Aluminum & 
Chemical Corp., San Francisco, 
urged that publishers learn to 
know thoroughly all aspects of the 
business operations of their poten- 
tial advertising prospects. 

“Far too few media people or 
magazine sales representatives,” 
Mr. deGrassi said, “know either 
our products or our sales methods, 
let alone our real markets. Sales- 
men who fail to learn their pros- 
pects’ business can only do a super- 
ficial job of selling.” 


s R. G. Hill, ad manager of Co- 
lumbia-Geneva steel division, U. S. 
Steel Corp., San Francisco, agreed 
with Mr. deGrassi and went on to 
suggest that “the space representa- 
tive should know a company’s mar- 
ket and be able successfully to 
communicate market data to the 
advertising manager.” 


® Rod MacDonald, vp, Guild, Bas- 
com & Bonfigli, told publishers 
present, “Everything about a busi- 
ness magazine must be related to 
the sales problem of the potential 
advertiser in that magazine, which 
must sell the market and its spe- 
cialized audience as well as the 
magazine itself.” # 


Christian Herald Assn. 
Names Doscher Ad VP 


John R. Doscher, formerly a sales 
development consultant, has been 
named to the new post of vp in 
charge of advertising and circula- 
tion by the Christian Herald Assn.., 
New York, which publishes Chris- 
tian Herald and Protestant Church 
Administration & Equipment. 
Charles A. Johnson is returning 
from New York to the Chicago 
sales office, and B. V. Parent 
moves from Chicago to open a 
West Coast sales office in Los 
Angeles. 

George Deecken, formerly comp- 
troller, has been named secretary- 
treasurer in charge of financial 
operations for the association. 
Kathryn Martin, formerly manager 
of the Herald Family Bookshelf, 
has been elevated to vp in charge 
of that operation. 


General Mills Building 
New Food Research Center 

General Mills will start con- 
struction in the spring of 1959 of 
a new multi-million dollar food 
research center in a Minneapolis 
suburb. Slated for completion in 
1964 or 1965, the center is to be 
built on a 112-acre site and pro- 
vide 360,000 sq. ft. of space for 
about 500 scientists and tech- 
nicians. 

General Mills says little about 
the direction its research will 
move in, but notes that one line of 
research will pursue atomic radi- 
ation as a food preservative. 


WILLIAM P. BAGER, Up and copy group 
supervisor of Needham, Louis & 
Brorby, has resigned and will join 
Leo Burnett Co., Chicago, Dec. 15 


as a vp and associate copy director. 


PRESENT—Among those attending the Art Directors Club of Chicago 
annual awards dinner were (Il. to r.) Clinton E. Frank, head of Clin- 
ton E. Frank Inc.; Walter Paepcke, chairman of the Container Corp. 
of America, and Melvin Brorby, senior vp, Needham, Louis & Brorby. 


Early Returns Show 
KADY Listeners Are 
Against Liquor Ads 


St. CHARLEs, Mo., Nov. 26—Lis- 
teners to Station KADY are voting 
6 to 1 against the airing of liquor 
ads on radio and television, Wil- 
liam R. Cady Jr., station president 
and general manager, told Apver- 
TISING AGE today. 

“The vote has been running 
strongly against any alcoholic bev- 
erage advertising on radio and tv,” 
Mr. Cady said, “and most of the 
comments have been coming from 
‘wet’ areas. We have been very 
pleased with the response from our 
listeners. A few persons even com- 
plained about too much liquor ad- 
vertising on tv.” 


= Final results of the survey will 
be amnounced next week. KADY 
last week (AA, Nov. 24) started 
to survey its listeners’ views on 
broadcast liquor ads. 

The station decided to conduct 
the poll after it was asked by Bat- 
ten, Barton, Durstine & Osborn 
(for Schenley Industries) if it 
would accept liquor advertising. 
KADY since has notified BBDO 
that it would not accept the ads. 


s Meanwhile, WOMT, Manitowoc, 
Wis., which announced last month 
that it would accept liquor ads 
(AA, Oct. 20), has announced a 
reversal in policy. F. M. Kadow, 
general manager, told ADVERTISING 
AGE that the reversal was based 
on a “lack of interest on the part 
of the liquor industry.” # 


Gardner Wins National 
Car Rental System Account 
Gardner Advertising Co., St. 
Louis, has been appointed to han- 
dle advertising for National Car 
Rental System Inc., St. Louis, ef- 
fective Jan. 15, succeeding Gene 
Rison & Associates, St. Louis. 
Gardner was awarded the account 
following presentations made in 
Dallas Nov. 20 and 21 before the 
company’s advertising committee 
by seven agencies. The other 
agencies making presentations 
were J. Walter Thompson Co., 
Maxon Inc., Glenn Advertising, 
Kenyon & Eckhardt, Krupnick & 
Associates and Gene Rison. 
National Car Rental has more 
than 600 offices and operates in 
all 49 states and in 26 foreign 
countries. It has had an annual 
national ad budget of approximate- 
ly $500,000. 


Fisher Opens Offices 

Leonard Fisher, formerly ad 
manager of Temple Co. and sales 
promotion manager of Temple- 
Mayers, Philadelphia, has opened 
offices at 509 Fifth Ave, New 
York, to produce catalogs for the 
mail order trade. The name ef the 
new company is Leonard Fisher 


Marketing Associates, 


Weiss & Geller 
Still Sniffs Elusive 
Dog Food Account 


New York, Nov. 26—Whether 
Weiss & Geller, New York, or 
Staake & Schoonmaker, Kalama- 
zoo, has the Battle Creek Dog Food 
Co. account was one issue in a stock 
control hassle this week. 

Two weeks ago Weiss & Geller 
reported to ADVERTISING AcE that 
it was picking up the Battle Creek 
account, along with two other dog 
food accounts—Columbus Canning 
Co., Columbus, Miss., and Wood- 
ard Foods of Florida, Orlando (AA, 
Nov. 10). 

Publication of the story prompt- 
ed Andy Grandberg, president of 
Battle Creek, to write Weiss & Gel- 
ler to the effect that no one from 
his company has “authority to en- 
ter into any advertising contract 
or to appoint your company to han- 
dle our advertising business.” 
Staake & Schoonmaker, he said, 
“represents us on an exclusive 
basis.” 

The letter caused a flurry of re- 
checking at Weiss & Geller, which 
may have been somewhat edgy 
since it had gone to court only two 
months ago with a breach of con- 
tract suit when it lost the Bon Ami 
account to Cole, Fischer & Rogow. 
The case was later settled (AA, 
Oct. 6 et seq.). 


= Investigation of the dog food 
controversy uncovered a _ tug-of- 
war over stock control of the com- 
pany. Ray Goodman, president of 
Columbus Canning, was the one 
who had awarded the business to 
W&G, claiming control over all 
three companies. 

Mr. Grandberg concedes that Mr. 
Goodman may control Woodard, 
and he further concedes that 
Woodard already owns half the 
stock in Battle Creek. But Mr. 
Grandberg says a recent transfer 
of his own 50% interest in the 
company to Woodard (and hence 
to Mr. Goodman) was invalid, and 
he has filed suit in Battle Creek 
contesting Mr. Goodman’s right to 
own and vote the stock. 

If certain requirements are met, 
Mr. Grandberg indicated, he will 
sell the stock, but at present no 
new agency appointment can be 
made. The problem over who han- 
dles the account, reportedly billing 
about $50,000 annually, may be 
resolved next week when a meet- 
ing of the persons involved is 
scheduled. # 


Cargill, Wilson Adds Three 

Cargill, Wilson & Acree, Rich- 
mond, has been appointed to han- 
dle advertising for Home Brewing 
Co.; the James G. Gill Co., coffee 
and tea processor, and J. M. Harris 
& Co., producer of Dragon brand 
insecticides. The three added ac- 
counts represent a total of more 
than $500,000 in billings, according 
to the agency. 


Advertising Age, December 1, 1958 


Promoting Impulse 
Items Held Harmful 
for Supermarkets 


Houston, Nov. 25—Should su- 
permarkets encourage impulse 
buying? 

“No,” declared Douglas Court- 
ney, Philadelphia research psy- 
chologist, to about 100 supermar- 
ket officials attending a regional 
conference of the Super Market 
Institute. 

You cannot use impulse mer- 
chandising methods within a store 
without destroying it in the long 
run, Mr. Courtney asserted. Im- 
pulse appeal will bring a shopper 
to your store instead of a competi- 
tor’s, he acknowledged, but further 
application of impulse merchandis- 
ing will make the supermarketer 
the victim, rather than the bene- 
ficiary, of it. 

“Impulse” means “100% whim- 
sicality,”” Mr. Courtney explained. 
To the supermarket officials it 
means a woman buying something 
on the spur of the moment that she 
hadn’t intended to buy until she 
saw it. 


= “It’s silly to think of a woman 
shopper as an unintelligent func- 
tion of her glands,” he told the 
group. “She’s extremely intelligent. 
“She comes into your store with a 
‘set’—a set of preferences and 
needs.” 

These include, he explained, ex- 
perience with the eating habits of 
her family, association of certain 
characteristics with certain brand 
names, and familiarity with certain 
combinations (such as lamb and 
mint jelly, pork chops and apple- 
sauce). 

Women also bring certain “re- 
strictions” into the store with them, 
Mr. Courtney added; the major re- 
striction being the amount of mon- 
ey they can spend on food. 

“With an unstable or unintelli- 
gent person you get lots of impulse 
buying,” Mr. Courtney said, “but 
it is limited by the shopper’s ‘set’ 
and ‘restrictions.’ 

“You can get her to buy a case 
of marshmallows, for example— 
but then she won’t buy tomatoes. 
Every time she picks up an item 
on so-called impulse, her mind re- 
minds her that her money is getting 
lower.” 

A produce department may build 
a splendid display of tomatoes, and 
do a tremendous job of “impulse 
selling” from it; but, Mr. Courtney 
asked, “Has anyone afterwards 
checked his tomato sales for the 
next couple of weeks?” 


= “By selling on impulse,” he de- 
clared, “you distort your system. 
You become the victim rather than 
the beneficiary. You may use im- 
pulse to get women to shop your 
store instead of your competitor’s; 
by making your store more attrac- 
tive, for example. But inside your 
store use it within an extremely 
narrow framework. You get good 
results if you think of your store 
as a system. Don’t use impulses to 
obtain increases within the sys- 
tem.” # 


Michigan Dealer Offers 
Lumber Sales Training Course 

A sales training course for retail 
lumber yard employes is being of- 
fered by Russell W. Nowels, lum- 
ber dealer, 412 Water St., Roches- 
ter, Mich. The Speed-Up Sales Plan 
is based on a series of phonograph 
records which dramatize problems 
in selling 20 end-use remodeling 
packages and 20 major building 
products. a 


Wellmerling Joins Y&R 

Fred Wellmerling will resign 
Dec. 1 as advertising manager of 
Tidewater Oil Co., San Francisco, 
to join Young & Rubicam, San 
Francisco, as a merchandising ex- 
ecutive. 
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Research measures 


the sales influence 
of endorsements 


and finds that magazines have a Confidence factor no advertiser 
should overlook... 


Many good media carry advertisements. 


But according to a recent study only magazines seem to endow the prod- 
ucts they sell with an extra measure of confidence. And confidence means 


aoe: Or ie 40,930,000 homemakers 


are influenced in their buying decisions by 
the Good Housekeeping Guaranty Seal 


The researchers also found that when homemakers were asked to name 
all the seals, stamps or endorsements they could think of, magazines 
won three out of the four top places. 


WEIGHTED TOTAL 
STAMPS, SEALS OR NUMBER OF CASES 3260 
ENDORSEMENTS THOUGHT OF a 
(FREE RESPONSE AND PROBE) 


Good Housekeeping 

U.S.D.A. (Meat Stamp) 

Parents’ Magazine 

Life 

Underwriters’ Laboratories 
U.S.D.A. (Unspecified) 

Pure Food and Drug Administration 
McCall’s 

Better Homes and Gardens 

Ladies’ Home Journal 


Saturday Evening Post 
American Medical Association 
Reader’s Digest 


Now, when your sales may need eatra help, get the facts on the Con- 
fidence factor that only magazines provide. They are revealed in the 
study made for us by Crossley, S-D Surveys, Inc., in consultation with 
the Advertising Research Foundation. A copy is yours on request. 


Moy 
 Gamaateid by % 
Good Housekeeping 


‘Ss 
or 4s Abverristd THES 


Good Housekeeping 


A HEARST MAGAZINE 


Creates A Climate Of Confidence For Your Advertising 
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AGAIN THIS YEAR 


(second year running) 


CORONET WRITES 

‘A NEW PAGE 
IN ADVERTISING AND 
PUBLISHING HISTORY 


IN THIS SPACE 


ae: ave e.g a oe ee, Wr See 
a eee gee ir pape 


Because Coronet, size 5% 4% 7% 1N. : 1s: Coronet has just completed its biggest year with a 15% 
gain in ad pages over 1957. This is most noteworthy because 


EDI THD FOR THINKING PEOPLE it comes on top of last year’s 47% increase, during a time 
9 I ZED F OR ACT IN G PE OPLE which was not notable for magazine progress. 
Every indication points to 1959 being another year of rapid 


PACED FOR BUYING P EOPLE growth. As of the middle of November, business on the 


CORONET. .. 12,500,000 READEG 
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books is 28% ahead of the same time last year. 


In Coronet’s handy page size and broad editorial appeal, 
major American business enterprises have found the vital- 
ity that fits their advertising objectives . . . for Coronet 
stimulates adult thinking, faces up to adult issues, and has 
become a trusted friend of the American family. 


RS EVERY MONTH 


A fitting climax to Coronet’s 
biggest year: this December 
issue is the largest single 
issue in Coronet’s history. 
Here are a few outstanding 
examples of December features. 


Mount Rushmore’s Fantastic 
Facial—Text by Richard Kaplan, 
Photos by Martin Iger. For the 
first time, a photographer was 
able to fly a plane close enough 
to the giant carved heads of 
Mount Rushmore to record pic- 
torially their yearly “face-lift- 
ing.” Coronet presents 12 pages 
of photographs of the inspection 
and repair of the 60-foot high 
statues of Washington, Jefferson, 
Lincoln and Teddy Roosevelt. 


Dec. issue is the quality of the 
advertisers: AT & T, de Kuyper 
Cordials, Doubleday, Electric 
Companies’ Adv. Program, Exide 
Batteries, Hamilton Watch, 
Hammond Organ, International 
Silver, Krementz, Marlboro, Nor- 
wich Pharm., Phoenix Mutual 
Ins., Rain Dears, RCA Victor, 
Remihgton Rand, Revere Cam- 
era, Skyway Luggage, Sleep-Eze, 
Southern Comfort, MB EAS 
Vicks VapoRub, Whitelall 
Pharm., Wine Advisory Board, 
Wolfschmidt’s Vodka, Zenith. 


Another outstanding feature in the CC IRON ET 


“The Law" of Lake County by 
William Peters. The truth about 
the man who rules his bailiwick 
with an iron hand, Sheriff 
Willis McCall of Lake County, 
Florida, known throughout the 
South for his fierce determina- 
tion to keep integrationists out 
of Florida. McCall’s frank an- 
swers to pointed questions clar- 
ify the viewpoint of the Southern 
segrationists and the actions they 
are taking to maintain their 
position. 


Baylor's Earthy Highbrow by Al 
Dewlen. The story of Paul Baker, 
a man who treats the theatre as 
more of a faith than a profession. 
Hailed by critics, his “Discovery 
Theatre” at Baylor University 
presents highly imaginative in- 
terpretations of classics, substi- 
tuting psychology for realism. 


Old Age Without Pain by Henry 
Marz. Coronet reveals the newly 
discovered curative values of a 
simple, inexpensive drug—Novo- 
caine. In many cases, the miseries 
of advancing age have been sub- 
stantially decreased and replaced 
with health and a sense of well 
being. In the near future the 
symptoms once considered inevit- 
able in old age may be eliminated. 


seen’ Firebrand on a Powder 
Keg by Hal Lehrman. A profile 
of one of the West’s most power- 
ful Middle Eastern allies—Tun- 
isia’s leader. Small in stature but 
not in ideas, Bourguiba has often 
demonstrated his strong anti- 
Communist and anti-Nasser con- 
victions. Now he finds himself on 
the hot-seat of paradox politics. 
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The Editorial Viewpoint. . . 


Optimism, Or Just Plain Hooey? 


At a meeting of National Business Publications a couple of weeks 
ago, J. S. Morgan, director of domestic sales of Allis-Chalmers, told 
about the marketing assistance his company would like to get from 
the business press. 

One of the things he said he wants is optimism. “I honestly believe 
that pessimism has a questionable place in the business press,” he 
said. “Let me make it clear that I’m not suggesting you be denied the 
right to report news. Nor am I suggesting that you adopt the ostrich 
philosophy. But... I suggest that you, as molders of business opinion, 
have a responsibility to project the optimistic future of American in- 
dustry. You must give the reassurance that we are not wrong in in- 
vesting ever-larger portions of our earnings in expansion ...in mod- 
ernization ...in product improvement ...in basic research ...and in 
market development.” 

We don’t believe anyone will quarrel very seriously with this. But 
we doubt very seriously that it really needs saying, because practic- 
ally all business papers are—almost by definition—inherently opti- 
mistic about the future of the industry they serve, and have just as 
great a stake as anyone else in having the business figures look good. 

This matter of being basically optimistic is a tricky one, however, 
and we hope the press—the daily press and the general magazines 
and the broadcasters, as well as the business press—will watch its 
optimism with great care. As long as the statistics are all shooting up, 
and new records are being hit every day, practically no one accuses 
the press of being anything but optimistic. But let the news and the 
figures turn bad, and before you can say “Pessimist” the press is be- 
ing accused of distorting the news, being unduly pessimistic, playing 
up only the bad news, etc. 

The nature of communication and people being what they are, it 
is undoubtedly true that the press tends to exaggerate good news in 
good times and play down bad news—and to reverse the process when 
things get tough. And nobody will argue that this is a good thing, 
since it tends to accentuate the ups and downs of the economy. 

But the most important thing of all, if we are to continue to have a 
free and responsible press, is that news reporting be accurate and be- 
lievable, and not consciously slanted either toward optimism or pessi- 
mism. Which means, we are afraid, that the business man who is 
filled with optimism even though his sales are off sharply and his fac- 
tory has just laid off umpty-thousand workers, will have to exercise a 
little self-restraint when his newspaper or his business paper reports 
these facts and fails to find in them any basis for rosy-visioned fore- 


Mail Order Is Fine, But... 


Every once in a while, some ardent devotee of mail order advertising 
rises out of his cozy but more-likely-than-not obscure corner to take 
a hefty swing at the boys and girls who write and place advertising 
which does not have to account for itself in direct order pull. 

Usually, we applaud these performances. We believe mail order 
writers and advertisers are on the whole more knowledgeable and 
certainly are on far sounder statistical ground than their counterparts 
in the general advertising business. And we believe writers of national 
advertising can learn a great deal about the real (and sometimes un- 
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Thackeray, Phillipps-Thackeray, Advertising, Toledo. 


“For a week I’ve called him Mr. Suninlaw; now they tell me he’s the 
new client’s son-in-law.” 


pleasant) facts of business life from mail order advertisers and those 
retail advertisers who must measure their advertising performance 
| directly against sales. 

But we suspect that mail order experts, like every one else, exag- 
gerate once in a while. And we think Frank Vos exaggerated or at 
| least oversimplified when he told an Alpha Delta Sigma meeting in 
New York last week that “seven disturbing truths” he professes to 
have learned about mail order advertising apply with equal forceful- 
ness to other advertising. 

Undoubtedly, as we have said, writers of general advertising can 
learn a great deal from mail order advertising. But the two are not 
identical, and the “truths” that apply to one do not necessarily apply 
with the same force, or even with any force at all, to the other. 

The difference lies principally in the fact that different kinds or 
types of product are being sold, through differing kinds of distribu- 
tion channels—and these inherent differences in product and in dis- 
tribution require differences in advertising strategy and tactics. 


What They're Saying 


Strength Through (TV) Joy |cyon days. Smile at the bread that 
This is the best of all possible nourishes twelve ways; grin at 
electronic worlds, doc, and don’t the toothpaste containing DC-7B, 
'be dissuaded. Happiness is a thing | the only ingredient made of real 
called Dough, and with a smidgen | atoms; snigger along with happy 
of moo, you, too, can reach the eu-| “Dad” as he loses his vile head- 
phoric Tor. On any channel, these| ache with a compound that rips 
fetid nights, one can learn the art| through his gastro-intestinal tract 
of exchanging a few pennies for| like an aspirin in orbit. 
delirium. There are at least two| If you still feel a mite sulky, 
brands of cigarets which promise| friend, consider: there is a coffee 
unalloyed Nirvana. On the screen| which claims it has “The most 
appear mindless teen-agers who happy flavor in the U.S.A.” And 
inhale, then turn and display their | the actors who drink it on tv laugh 
teeth to one another in transports Tight in one another’s faces. 
of delight. Automobiles are al-| Good night, ladies and gentle- 
leged to “thrill” you with their|men, and remember our slogan. . 
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Rough Proofs 


Explaining pharmaceutical ad- 
| vertising to prospective employes, 
|Abbott Laboratories says, “You 
would survive nicely without the 
exclamation point.” 

Don’t say that—the exclamation 
| point is the tired copywriter’s best 
friend. 


“Jif—it’s terrif,” the television 
commercial says, and then the an- 
nouncer confuses everything by 
explaining that the product is 
‘made of peanits. 


Secretary Flemming says the 
| government will fight quackery in 
| the food, drug and cosmetics fields. 

That wonderful royal jelly from 
queen bees which eager females 
|have acclaimed so enthusiastically 
seems to be the first victim. 


Women are going to appear in 
liquor ads, but not as drinkers. 
They will be ornamental and envi- 
ous as their male companions im- 
bibe potions containing their fa- 
vorite tonics. 


Arthur Summerfield’s best ar- 
gument for a 5¢ postal rate for 
letters is that Uncle Sam has now 
succeeded in cutting the value of 
‘the nickel to less than half. 


In France, where Coca-Cola is 
‘promoting itself as the different 
drink, the chief competition is not 
/Pepsi, but the slightly alcoholic 
| product of the grape. 


8,000,000 visitors spent $1.3 bil- 
lion in Florida last year, the ad 
says. 

And they bought a lot besides 
/sunshine and orange juice. 


Wade Advertising Agency, cele- 
| brating its 50th anniversary, finds 
‘that it has escaped the usual ero- 
|sion. It’s still called by the same 

name, it’s still in the family, and 
}it hasn’t been merged. 

“Who’s kidding who?” asks the 
maker of White Owl cigars, and 
the self-conscious ad writers knew 
it wouldn’t have sounded folksy to 
ask, “Who’s kidding whom?” 


| 


“What does a corporation presi- 
|dent do when the sales curve be- 
gins to slide?’”’ asks an agency ad. 
| Sometimes, unfortunately, he 


fires the agency. 


tail lights, refrigerators have the|“The night shall be filled with! 
power to make whole families|people grinning at our product, 
quiver with pleasure at their en-| and the cares that infest the day | 
larged freezer compartments, and|are for the poor.” That should. 
gents bust out all over in smiles| bring the roses back into your 
when shaving, looking at bottles deep-pore clean cheeks. 

\of beer, and eating wonderful tv_ 
snacks made of pressed milk. Oh,| 


So much public interest has 
grown up around the football bow] 
games during the holidays that the 

EO Say an en Nest | Utermational Boxing Club might 

page of the Saturday Review. be interested in an elimination 

the lipsmacking, the yum-yum-| championship series terminating in 

ming! The delighted tots cramming Something New ‘the Punch Bowl. 

their tiny pusses with bowlfuls| 

‘of Sawd Ust and plenty of cream| portent true. One top mer- ° 
: : who has used about ev- 

jane One Taeey anaes er i “Willoughby Perforates,” is the 

washing the fallout from pinafores| TY Premium deal, stamp plan, areas ors . 

in gentle-acting machines designed | Price idea, and competitive promo- | headline attributed to ADVERTISING 

‘by captured Germans! And the tional stunt, is now going to per-| AGE by Edward Stephens in his ad- 

‘boob-faced girls chortling as they | sonal service! “It’s the only thing| Vertising novel, “A Twist of Lem- 

‘use superior hair sprays that—|we can offer beyond what our/|°-” 

poof!!—cement their coiffures|competitors are doing,” he says,| He’s been reading Variety too 


‘into lasting monuments! | | much. 


—N R Retai 
These indeed are the truly hal- NARGUS Bulletin. r “= Las Copy Cus. 
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ten years...and more! 


American Broadcasting — 


Paramount Theatres, Inc. ........ 13 yrs. 
American Home Magazine Corp. ..... 11 yrs. 
American Radiator & 

Standard Sanitary Corp. ......... 13 yrs. 
American Tobacco Co., Inc., The .... 10 yrs. 
Armstrong Cork Company .......... 41 yrs. 
Carter Co., The William .......... 25 yrs. 
Cling Peach Advisory Board ........ 12 yrs 
Consolidated Edison Co. ..:....... 26 yrs 
Continental Can Company, Inc. ..... 25 yrs. 
Corning Glass Works .............. 22 yrs. 
Cream of Wheat Corp., The ........ 20 yrs. 
Curtis Publishing Co. ............. 25 yrs. 
De Soto Div. of Chrysler Corp. ...... 12 yrs. 
Dow Jones & Co., Inc. ............. 12 yrs. 
Du Pont de Nemours & Co. (inc.), E. |. 29 yrs. 
Farmers & Mechanics Savings Bank .. 18 yrs. 
First National Bank of Boston ...... 35 yrs. 


First National City Bank of New York. 23 yrs. 


75 advertisers* 
who have been with BBDO 


Gamble-Skogmo, Inc. ............. 25 yrs. 
General Electric Company ......... 38 yrs. 
General Mills, Inc. .... .......... 21 yrs. 
Goodrich Company, The B. F. ....... 38 yrs. 
Hammermill Paper Co. ............ 46 yrs. 
Hart Schaffner & Marx ............ 27 yrs. 
Homer Laughlin China Co. ......... 24 yrs. 
Hormel & Company, Geo. A. ........ 27 yrs. 
Investors Diversified Services, Inc. .. 14 yrs. 
Koppers Company, Inc. ........... 22 yrs. 
Liberty Mutual Insurance Co. ...... 23 yrs. 
MeCulloch.. Core ti ois ic. sce. saas 10 yrs 
Marine Midland Banks ............ 29 yrs. 
Minneapolis Star & Tribune ........ 16 yrs. 
Minnesota Mining & Mfg. Co. ...... 14 yrs. 
co ge Re oo eer, 18 yrs. 
National Casket Co., Inc. .......... 29 yrs. 
PGE UU GD, ss Svc iene ets 29 yrs. 
National Gypsum Company ......... 27 yrs. 
New York Telephone Company ...... 24 yrs. 


Niagara Mohawk Power Corp. ....... 29 yrs. 
North American Aviation, Inc. ...... 16 yrs. 
Northern Pacific Railway Co. ....... 17 yrs. 
Northwestern Bell Telephone Co..... 16 yrs. 
Northwestern Nat'l Life Ins. Co. .... 15 yrs. 
Old Colony Trust Co. ............. 28 yrs. 
Ee Pee ee ep 22 yrs. 
Pacific Gas & Electric ............. 13 yrs. 
+ eee 13 yrs. 
Penick & Ford, Ltd., Inc. .......... 24 yrs. 
Peter Hand Brewery Co. ........... 13 yrs. 
Phoenix Mutual Life Ins. Co. ....... 32 yrs. 
Pittsburgh Plate Glass Co. ......... 31 yrs. 
Quincy Mutual Fire Ins. Co. ........ 23 yrs. 
Remington Arms Co., Inc. ......... 24 yrs. 
Rexall Drug Company ............ 12 yrs. 
Ryan Aeronautical Co. ............ 11 yrs. 
Savings Banks Assn. of Mass. ...... 20 yrs. 
Schaefer Brewing Co., The F.& M. .. 26 yrs. 
Shreve, Crump & Low Co. .......... 40 yrs. 


so 


—— eS ite 
Southern New England Tel. Co. .... 25 yrs. 
Standard Oil Co. of Calif. ......... 16 yrs. 
Standard Oil Co. of Indiana ........ 11 yrs. 
Stearns Company, R. H. ........... 10 yrs. 
Taylor Instrument Companies ...... 26 yrs. 
0 ee ae — © 
Timken Roller Bearing Co. ........ 12 yrs. 
Toro Manufacturing Corp. ......... 17 yrs. 
Union National Bank ............. 22 yrs. 
United Community Funds & 

Council of America, Inc. ......... 21 yrs. 
United Fruit Company ............ 33 yrs. 
United States Steel Corp. .......... 23 yrs. 
Warren Company, S.D. ............ 48 yrs. 
Webster Company, F. S. .......... 49 yrs. 
MU i, bk koe vow cee ak 28 yrs. 
gs re es 39 yrs. 
| | ee 13 yrs. 


*Out of a total of 154 accounts 


Long ago, these seventy-five companies, selling a wide variety of 
products or services, discovered at BBDO the marketing and cre- 
ative talent they needed to help them grow and keep growing. 


Evidence: the volume of advertising placed through BBDO is five 
times greater today than ten years ago. Two-thirds of this growth 
has come from increased sales of existing products and the suc- 
cessful introduction of new products by old clients. 


Within the past ten years seventy-nine other advertisers have dis- 


covered the versatility of BBDO. Today, still others are doing so. 


lf you're looking for a more productive client-agency relationship, 
you might want to ponder this list. 


Batten, Barton, Durstine & Osborn, Inc. B B D O 


ATLANTA BOSTON BUFFALO CHICAGO CLEVELAND DALLAS DETROIT HOLLYWOOD LOS ANGELES 


MINNEAPOLIS NEW YORK PITTSBURGH SAN FRANCISCO SEATTLE SYRACUSE TORONTO 
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Author Says Hitting 
Punching Bag—Not — 
Client—Avoids Ulcer | 


} 


} 


New York, Nov. 25—The adman | 


who finds himself “growling at his | Create New McCarty Unit 


secretary and his clients” should go | 


off somewhere and vent his ire on | products development 
a punching bag or a medicine ball.| has been established by the Mc- 
Then, if his secretary and clients Carty Co. of Texas, Dallas. The! 


are still around, he can solve his 
problems in better spirits. 

This bit of therapy is recom- 
mended by Nancy Gross in her new 
book, “Living With Stress” (Mc- 
Graw-Hill). “The best possible | 
way to prevent stress from harm- | 
ing you,” she writes, “is to make it 
help you, to use your body chem- 
istry as the motive power for the 
kinds of activities, whether mental | 
or physical or social, that give you | 
genuine pleasure.” 


| 


| 

® As a case in point, she refers to| 
“Fred King, an advertising execu-| 
tive, who is honest enough to know | 
that he is happiest when he is most 
active, and who recognizes that he | 
likes the electric atmosphere of his | 
work.” 
Mr. King “is also wise enough to 
understand that his enjoyment of | 
this pace must be paid for in an} 
occasional attack of acute exasper- | 


ation,” the author says. “He has | 
been in the business over 20 years 
and has not got an ulcer to his) 
name.” j 

| 


® The book says Mr. King owes his 
good constitution to a sensible re-| 
gime, awareness of the stress prob- | 
lems in his work, and “his willing- | 
ness to make use of an emergency | 
measure on those rare days when | 
everything goes wrong. 

“When Fred finds himself growl- 
ing at his secretary and his clients, 
he knows the time has come for 


BUSCH BAVARIAN © 

MOVES FROM 
OBSCURITY > 
“JO FIRSTPLACE® 
"- INPACKAGED, 
TAKE-HOME 
BEER SALES 
IN 34% MONTHS _ 


& 


* A series in full-color ROP, in 
remarkable Rockford, fHinois, 
did it for Busch: » 
Bavarian Beer! 


: | 
| 
| 


PG 


WOE scone 
New York $4, W. ¥. 

Sales Offices: New York * Boston 

Chicago’e Dallas * Miami 


| action,” the author says. “He goes; purpose of the new division, which | Argus Cameras, Ann Arbor, Mich., 
off to spend a couple of hours at! will be under the direction of Clif- }a division of Sylvania Electric 


Advertising Age, December 1, 1958 


| Rogers Joins Cole & Weber 

| Ralph W. Rogers, free-lance ra- 

the gym, taking out on the punch- | ford Sage, a vp, will be develop- | Products. He formerly was product’ dio and tv announcer and director, 

ing bag all the irritation and anger | ment and execution of all-inclusive | manager of Argus. ‘has been n@med manager of radio 

he feels and fighting the leather | programs for financing, merchan- | | and tv at the Portland, Ore., office 

ball until he is exhausted.” # |dising, promotion and publicizing | Joplin Trailer to Jackson | of Cele & Weber. 

| potentially patentable and market-| Joplin Trailer Co., Joplin, Mo., ; 

|able products of «I kinds. has selected Jackson, Haerr, Peter- | Lee Joins ‘Family Weekly’ 

A new division entitled new |son & Hall, Jefferson City, Mo., to| Russell Brook Lee, formerly a 

unlimited | Argus Promotes Chapman handle its advertising and promo- | representative of TV Guide in New 
Carlos A. Chaoman has been | tion. Joplin Trailer manufactures | York, has joined the Family Week- 
named merchandising manager of! custom engineered liquid haulers.! ly sales staff in New York. 
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American Viscose Offers Film |able to women’s tv programs, | | ‘Field & Stream’ Guarantee Up 
American Viscose Corp., New decorating departments in retail | Field & Stream, effective with| pany’s San Francisco office at 681 | 
York, is distributing a new film on|stores, women’s clubs and other | the January issue, will increase its | Market St. 
home decorating titled, “A Room | community groups. Arndt, Preston, | circulation guarantee from 925,000) 
Is Four Walls,” prepared in collab- Chapin, Lamb & Keen is the agen- | to 1,000,000. Ad rates, based on $3,- Hancock Names Denham 
oration with the American Insti-|cy for American Viscose. 700 per b&w page on the former; Hancock Industries Inc., Jack- | 
tute of Decorators. A 12-minute! | guarantee, will remain unchanged | son, Mich., has named Denham &| 
color and sound film, it traces an Dowdle Named on Pacific Coast | through the August, 1959, issue. | Co., Detroit, to handle advertising, 
average couple’s problems in re-| Victor C. Dowdle has been named | | public relations and sales promo- 
decorating, and points out the ad-/ Pacific Coast manager of Mill & ‘Fawcett Names Hanrahan tion for the corporation and its 
vantages of calling in professional Factory and Construction Equip-| Fawcett Publieations has ap-|Telecontrol and Hancock Mfg. Co. 
decorating help. The film is avail-| ment by Conover-Mast. | pointed Don Hanrahan, of the sales | divisions. 


To a child, one minute is as fascinating as the next. To a timebuyer, minutes are 
not child’s-play. Judging each one by the company it keeps, he demands program 


surroundings that will show his client’s commercials off to best advantage. 


Enter VICTORY PROGRAM SALES—in the niche of time! And with the very 
properties today’s timebuyers are seeking: 22 sales-proven series to meet your every 


programming need, around the clock. These off-the-network offerings, for example: 


MEDIC: No one else in 1958 will offer a program that approaches MEDIC’s 


prestige, production quality and dramatic content. 


THE ADVENTURES OF HIRAM HOLLIDAY, starring Wally Cox: Recently 
bought by the Canadian Broadcasting Corporation for network showing, now 


available for local sponsorship in the U.S. 


PANIC: New VPS release, already going big in the leading markets, including 
New York, Chicago, Detroit, Seattle. 


CAMEO THEATRE (26 full-hour “Matinee Theatre” productions): Completely 
sold out on WWJ-TV, Detroit, within eight days... before the show had even 
hit the air, and to national advertisers! 


Telecasters, there’s not a minute to lose—not when it can be filled with VPS 
shows that hold such appeal for timebuyers who have turned clock-wise! Gen- 
tlemen, VICTORY is at hand! 


VICTORY PROGRAM SALES 


A Division of California National Productions, Inc. 
Canadian Representative: Fremantle of Canada, Ltd. 


ADVENTURES OF THE FALCON + CAMEO THEATRE + CAPTURED + CRUNCH AND DES 

DANGEROUS ASSIGNMENT + FRONTIER - HIS HONOR HOMER BELL + HOPALONG CASSIDY 

INNER SANCTUM - IT’S A GREAT LIFE + MEDIC + PANIC +» PARAGON PLAYHOUSE + STEVE DONOVAN, 

WESTERN MARSHAL + THE ADVENTURES OF HIRAM HOLLIDAY +» THE GREAT GILDERSLEEVE 
THE LILLI PALMER SHOW + THE VISITOR + VICTORY AT SEA - WATCH THE WORLD 


staff of True, manager of the com- 


. b 
Be 
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HOWARD SHANK, who resigned as vp 
and creative supervisor of Benton 
& Bowles last month (AA, Nov. 
10), will join Grey Advertising 
Agency, New York, Dec. 15 as vp 
and creative director. He replaces 
Arkady Leokum, whose retirement 
at the end of the year was an- 
nounced previously. 


youre 
an 

A.M. 
its 
FREE! 


Authoritative check list... 
“All You Need to Know 
about Point-of-Purchase.” 
Valuable inside stories of 
problems solved by leading 
firms. Names names, too. 
Actual case histories illus- 
trated. No charge to re- 
sponsible sales executives 
writing on firm’s letterhead. 
Address Copeland Dis- 
plays, Inc., 537 West 53rd 
Street, New York 19, N. Y., 
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Compare Your Cost per Thousand 0.E.M. Subscribers! | 


P You pay You pay You pay Magazine “B” is currently circulating a chart com- 
YouFoy — $2759 $33.79 $35.40 . 
Ha. per per per Asan eet ; “ Chapter Two in the saga, “Who Sent the White Duck to Rosser 
per thousand thousand thousand azines “C” and “D", completely fo getting magazine Reeves?”: After some astute detective work, Mr. Reeves (board 
nd “A''— Proceedings of the IRE. Wit! Proceedings you chairman, Ted Bates) decided his “unknown admirer” was Brown 


Getting Personal 


paring its circulation in the O.E.M. market with mag- 


Bolte, president of Sullivan, Stauffer, Colwell & Bayles. To show 
his gratitude for the gift, Mr. Reeves promptly dispatched an egg. 
beautifully gift-wrapped in a Tiffany box, with the greeting: “Dear 


pay only $19.11 per thousand for « riginal equipment 
manufacturers—a fact not to be ignored by today’s 
Brownie: What else have you laid lately?” .. . 


economy minded media men. Remember, your dol- Robert DeHavilland, copywriter for the Jack Daniel’s and Cessna 
iars go further, your sales message works harder | Aireraft accounts at Gardner Advertising, St. Louis, is on leave of 

it is in P ‘i | absence until April 1. He and his wife are off on a tour that will 
when it is In ings of the IRE! take them to almost every country in South America... 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N.Y. 
MUrray Hill 2-6606 


Chicago + Minneapolis + Boston 
Los Angeles « San Francisco 


4. WALTER F 


WESTWARD HO—Moving from New York to Hollywood is no small task 
for Thomas F. McAndrews Jr., new vp in charge of the Hollywood 
office of Ted Bates & Co.—he formerly was assistant vp in charge 
of tv operations in the agency’s New York office. Here he boards the 
plane with Mrs. McAndrews, their five children and their nursemaid. 


Six Chicago admen have volunteered to help promote this year’s 
Christmas Seal sale in Chicago and Cook county. Robert R. Burton, 
of Kenyon & Eckhardt, will head the committee for the second 
year. His co-workers are Charles Helton of Foote, Cone & Belding; 
Sam L. Austin of Harshe-Rotman; William Barker of D’Arcy; Wil- 
liam W. Wilson Jr. of Young & Rubicam; and M. B. Kendrick of 
Outdoor Advertising ... Robert Newell, president of Cunningham & 
Walsh, is serving as fund-raising chairman of the ad division for 
the Visiting Nurse Service of New York... Alfred N. Steele, board 
chairman of Pepsi-Cola, is chairman of the 1959 MS Hope Chest 

| for the National Multiple Sclerosis Society. His wife, Joan Craw- 
ford, has served as chairman of women’s activities of the MS Hope 
Chest for the past two years... Emil Mogul, head of his own New 
York agency, is chairman of the ad division’s fund-raising cam- 
paign for the New York Arthritis & Rheumatism Foundation... 


25TH YEAR—Joseph P. Braun (left), media director, vp and board 
| member of Kenyon & Eckhardt, receives a gold watch from Edwin 
Cox, agency chairman, honoring Mr. Braun’s 25 years with K&E. He 
joined the agency’s mail department in 1933, was later promoted to 
media clerk and then successively research reporter, statistician and 


* 
Name missing? it Ss the one under the hat! space buyer. He has been media director since 1942, and a vp and 


board member since 1947. 


‘s2mne 
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We just couldn’t name them all—those who plan, within a few steps, blocks or minutes of Chicago’s Fred B. Manchee, retiring exec vp of BBDO, has entered Hacken- 


create, produce and run those wonderful ads Sheraton Hotel. sack Hospital, Hackensack, N. J., to undergo eye surgery . . .Robert 
called “Chicago Style.”’ It’s simply that there Keep it in mind next time you’re planning to Hertel, president of Implement & Tractor Publications, Kansas 
are too many...actually over 1000 agencies, hang your hat on a Chicago hook. If you’re in City , recently returned to his desk after a siege with an ulcer .. . 
publishers, reps, stations and graphic arts firms advertising, you'll certainly be among friends. The Hot Half Hour,” Bob Foreman’s novel about a tv quiz show, 


is not only being made into a Broadway show; it will also appear 
‘ as an Avon paperback in February... 
J. Seymour Margules, asst. vp for advertising and sales promo- 
H ER ATON | tion of Western Union Telegraph Co., celebrated his birthday at the 
Hore ANA meeting in Hot Springs. His daughters sent daddy a con- 
gratulatory wire—collect... 
(S) - Barbara Reynolds and John J. Sughrue Jr., director of “NBC 


News” and “Outlook” tv programs, are engaged...Edith Adler, 


Michael T. McGarry, General Manager The Home of the Chicago Press Club assistant to the photo manager in ABC’s press information depart- 
505 N. MICHIGAN AVENUE CHICAGO 11, ILLINOIS ment, will be married this spring to Marvin Betts of Shell Oil... 
If you like steak (and what a steak) there’s a seat open in the “creative man’s corner” Arlene Mae Silberfein was married Nov. 16 to Gordon Bushell of 


et Chicago’s newest... THE BRASS BULL! J. Walter Thompson Co., New York . . 
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{ Outdoor Advertising } 


Poster designed by Mazon Inc. 


OUTDOOR SELLS NUTRITION Mr. Carlis Neafus 
General Sales and Advertising Manager 
OUTDOOR SELLS QUALITY Sun-Maid Raisin Growers of California, says: 


“Outdoor advertising has been an important area in our advertising 
strategy for many years. Just how important can be gauged by 
OUTDOOR SELLS APPETITE APPEAL the fact that we are currently using posting in over 200 markets with 
showings tailored for our distribution pattern. But even more 
important is the effect on Sun-Maid sales: Our sales volume has 


OUTDOOR SELLS continued to progress and we know our Outdoor program has been 
PACKAGE IDENTIFICATION an important factor in accomplishing this.” 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins oO A H 


) OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK « ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising. 
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Trade Group Papers 
Worry Independents, 
Says ABP’s Beard 


Cuicaco, Nov. 25—The increas- 
ing number of commercial publi- 
cations run by trade associations is 
a major concern of the “independ- 
ent” trade press, according to Wil- 
liam Beard, president of the As- 
sociated Business Publications. 

Speaking at an Association Exec- 
utives Forum of Chicago luncheon 
last week, Mr. Beard said many 
publishers question the fairness of 
trade associations getting tax and 
postal “breaks” on their publica- 
tions while “carrying advertising 
in competition with the independ- 
ent publishers.” 


s He said Standard Rate & Data 
Service presently lists 652 business 
publications which are operated by 
trade associations and accept ad- 
vertising. This figure, he said, 
represents about 23% of the total 
SRDS listing. In 1955 there were 
496 association-owned commercial 
papers, he noted. 

Mr. Beard said he didn’t take the 
position that “trade associations 
have no right to engage in pub- 
lishing,” but he did suggest that 
it would be a “logical move” for | 
associations to give more attention 
to certain facets of the problem. 

Besides the fact that trade as- 
sociations, as non-profit organiza- 
tions, can operate tax-exempt and 
obtain lower postal rates, he listed 
these examples of inequities: 


e One association runs an indus- 
try-wide trade show and makes 
credentials available only to those 
who place an ad schedule in the 
association’s publication. 


e Some associations ask that pa- 
pers delivered at their meetings be 
published only in their own pub- 
lication. 


e Some association publications 
urge readers to boycott non-adver- 
tisers. 


e Others distribute to non-mem- 
bers as well as members, to have 
a better circulation story to tell 
advertisers. + 


printing 

buyers! 

brokers! 

here’s a terrific opportunity for 
OFFSET PRINTING 


plus all the multiple advantages 
of a fast, prestige mailing 
service from 


new york city 


As a result of recent improve- 
ments and greater efficiency in 
our complete photo-offset oper- 
ation, we find that we can ac- 
commodate a substantial 
amount of new business dur- 
ing 1959. To assure the right 
type—a regular flow of direct 
mail pieces, booklets, folders, 
sales bulletins, forms, etc.—we 
are offering an exceptionally 
attractive arrangement. Full 
agency commission. Brokers 
protected. Write Project A. 


P.S. And we can handle the 
mailing too. 


Presses up to 23 x 30. 


Mail to: 
Mr. Chas. Roberts, 
Roberts & Leinwander, 
225 Broadway, New York City 


a. oo 
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Advertising Age, December 1, 1958 


Cleworth Returns to Sales Post | Farson, Huff Elects 2, Names1 | Publishing Corp., died Nov. 17 at) Durkee Names Stevenson 
Charles W. Cleworth, son of | Farson, Huff & Northlich, Cin- Dover Plains, N. Y., after a long | Durkee-Atwood Co., Minneapo- 
C. William Cleworth, president of|cinnati, has elected William J.| illness. A son, Burton Noble Lowe, | lis, manufacturer of rubber, plastic 
Cleworth Publishing Co., Cos Cob,| McLaughlin and J. Richard Schmit | is with the advertising department| and chemical products, has named 
Conn., has returned from a tour of | vps. Both formerly were account of Procter & Gamble Co., Cincin-| Stevenson & Associates, Minneapo- 


duty in Africa with the army, and | supervisors. The agency also has| nati. 
has resumed his post as a member /|appointed Harold V. Y. (Van) | 


lis, as its agency. Harold C. Walker 
Advertising, Minneapolis, is the 


of the New York sales staff. He|Caldwell Jr., formerly associate| Levesque Joins Elrick former agency of record. 


will represent the following Cle-| editor of Steel, a account execu-| Reynolds M. Levesque, formerly 
senior market research analyst of | Transport-Ads Names Quiery 

Pabst Brewing Co., has joined the John B. Quiery has been pro- 
marketing staff of Elrick & Lav-|moted to the new post of sales 


worth publications: Plastics | tive. 
World; Industrial Woodworking; | 
Maintenance; Transmission & Dis-| Mrs. Katheryn Lowe Dies 


tribution and Modern Pattern-| Mrs. Katheryn Noble Lowe, wife|idge, Chicago marketing planning|manager of Transport-Ads of 
making. |of H. Burton Lowe, vp of Reinhold|and research organization. Milwaukee. 


The Thirst to Know 


The quest for opportunity is nowhere more promising 
than here in Central Ohio. Industry and agriculture 
have fashioned a land of plenty, and a carnival spirit 
pervades the countryside. 


But don’t think it’s all soda pop and skittles for the 
kids, because like kids everywhere, they have to go to 
school. To apprise them of their bewildering world, 
Central Ohio provides extra seats, extra classrooms, 


extra teachers, extra courses, and some unique teach- 
ing aids created by television station WBNS-TV. 


We call them “Telementaries,” and they are kine- 
scopes of specially created public service programs 
available for classroom use. By combining the magic 
of sight, sound and motion, we illuminate some dark 
corners with such award-winning films as IMAGI- 
NEERING (the need for engineers), WHEELS OF 
DESTINY (highway safety), AIR HARBOR (Cen- 
tral Ohio and air progress). The latest, YOU AND 
SURVIVAL, produced for Civilian Defense with all 
Columbus television stations participating, has been 
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Advertising Age, December 1, 1958 


WRTV, WKAL Sold to Harran 
Copper City Broadcasting Co., 
Utica, N.Y., has been sold to Paul 
Harran, Philadelphia, former own- 
er of tv stations in Philadelphia 
and elsewhere. The sale price, 
$2,900,000, includes WKTV-TV, 
Utica, and WKAL, Rome, N.Y. 


Edelston Joins ‘Reporter’ 

Martin Edelston, formerly with 
Interiors, has joined the ad sales 
staff of The Reporter, New York. 


Coffee, Also from the Tropical Equator, 
Belongs in Refrigerator, Beech-Nut Ad Says 


New York, Nov. 25—The ration- | Detroit and north of Washington.” 
ale of the new advertising cam- The concept for the campaign 
paign for Beech-Nut coffee was was sparked by Jack Lucas, crea- 
explained 
last week by Raymond Anrig, ac-|based on data obtained from a 
count executive at Charles W.|consumers panel of 3,500 house- 
Hoyt Co. wives. 

The campaign was launched| Outstanding findings of the pan- 
Nov. 13 by Beech-Nut Life Savers/el were that above everything else 
Inc. in 50 newspapers “east of! people want aroma and freshness 


to ADVERTISING AGE/|tive director of the Hoyt agency, | 


|when they buy coffee. Moreover, 
they want the aroma to last and 
the freshness to remain as long 
as possible. 

How can these be retained? 
Tests by the agency and selected 
| panelists indicated that aroma and 
freshness could be retained if the 
vacuum can was kept in the re- 
frigerator after it had been opened. 


® Panelists were also asked to 
select words or phrases that 
seemed most expressive of what 


uested for special showings by more than thirty 
public, private and parochial schools. 


There is little likelihood that TV will dislodge the 
Reader, Horace Mann, or Mr. Chips from 
and hearts. Yet, the increasing acceptance 
of TV as a valued aid to education prompts us to make 


vengooryey A 


our min 


available our energies and resources. 


This integration of a TV station that was born and 


raised in Central Ohio, with its 


The WBNS-TV weather reports also have 
neighbors and their 


roblems also creates a perfect selling climate. Mar- 
eters sum it up like this: “If you want to be seen 


in Central Ohio — WBNS-TV.” 


WBNS-TV 


CBS TELEVISION IN COLUMBUS, OHIO 


a touch of ivy. 


Weatherman Bob McMaster is a full-fledged Ph.D. 


Warwick 


they want in coffee and a majority 
selected the phrase “roaster fresh.” 
So the initial ad was put to- 
gether in four elements: The 
product was shown as the head; 
the selected phrase “roaster fresh” 
was used in the subhead; the sug- 
gestion was made to keep the can 
in the refrigerator, and the point 
amplified in the body copy. # 


Minifon Plans Promotion 

Geiss-America, importer of the 
Minifon, has scheduled a Christmas 
campaign including pages in the 
December Fortune and the Nov. 25 
Wall Street Journal. The importer 
calls the Minifon “the world’s 
smallest and lightest pocket-size 
recorder.” Dealer materials will 
| also be available. 


| Peterson to Guenther Bradford 
Scott Peterson & Co., Chicago 
|meat company, has appointed 
| Guenther Bradford & Co., Chicago, 
as its agency. It formerly adver- 
tised direct. 
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PER FECT today’s perfect selling medium. 
An advertising message requires a quality background 
if its ambitions are to be fully realized. Such an environ- 
: ment is provided in every issue, by the editorial pages of 
House & Garden, a typical example of which is shown 
at left. It is carefully designed to attract the readers, hold 
their attention, impel them to buy. In this instance, the 
theme is “Building,” a topic of intense sales interest to 


advertisers of siding and hardware, flooring and paints, 


roofing and windows, plumbing and air conditioning. 
Over 600,000 people now buy House & Garden, That's 
an astonishing number of families, considering the influ- 
ence they wield and the dollar volume they expend. 
These are America’s free-spending families who center 
their lives about their homes and gardens...59% of them 


earn $10,000 or more yearly. Perhaps they look to other 
media for amusement or information in general, but it is 
to House & Garden they turn, again and again, as their 
buying guide for the best of everything in and about their 


homes. They like what they see, and trust what they read 
—nowhere can you reach them with the kind of Atmos- 
phere and Authority offered by House & Garden. Today 


you must have this combination to successfully sell these 


families—the nation’s leading buyers of quality products. 


As the residential settlements encircling our cities con- 
tinue to expand, so does House & Garden. This last Sep- 
tember was the greatest ever, nearly 700,000 copies sold, 
and the current November issue is estimated to be another 
record-breaker. 


Our magazine has never been more exciting to look at 
and read, nor more persuasive. From every point of view 
—editorial climate, reader interest, buying power, cost- 
per-thousand—House & Garden is a media must for 59. 


TASTE WITHOUT WASTE IS WHAT YOU BUY IN 


llousex Garden 


A Condé Nast Publication + 420 Lexington Ave., New York 17 
Boston * Chicago * Miami* Los Angeles 


From the editorial pages 
of House & Garden— 

a “still life” depicting 
quality building materials. 
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General Stee] Names Ferres 
General Stee] Wares Ltd., To- 
ronto, has appointed Ferres Ad- 
vertising Ltd., Hamilton, Ont., to 
handle advertising for all its divi- 
sions including its newly acquired 
Easy laundry equipment line, 
which Ferres has handled for the 
past 24 years. F. H. Hayhurst Co. is 
the former agency of record for 
Genera! Steel Wares, which makes 
kitchen utensils, stainless steel 
ware, tinware, ranges, plumbing 
supplies and other products. 


Furst-McNess Names Inman 

K. H. Inman, formerly a vp in 
sales at Furst-McNess Co., Free- 
port, Ill, has been promoted to 
exec vp in charge of sales and ad- 
vertising of the company, which 
manufactures household necessi- 
ties sold direct to consumers. He 
replaces Arthur Rasmussen, who 
died Oct. 29 (AA, Nov. 3). 


a. 


CAAA ELECTS 
—D. E. Longmore 
(right), McKim 
Advertising, suc- 
ceeds Elton John- 
son, Stanfield, 
Johnson & Hill, 
as president of 
the Canadian 
Assn. of Adver- 
tising Agencies. 
Not shown are 
other officers 
Palmer Hayhurst, 
F. H. Hayhurst 
Co., and W. H. 
Reid, Spitzer & 
Mills, vps, and 
Warren Reynolds, 
E. W. Reynolds 
Ltd., secretary- 
treasurer. 


o# 
i 


|Western Advertising Shifts 4 


J. R. McCue, formerly exec vp 
‘of Western Advertising Agency, 
| Chicago, has been elevated to seni- 
|or exec vp. Roy J. Sandberg, for- 
jmerly a Western vp, has been 
| named exec vp and board member. 
| Delmar E. Gurley, an account ex- 
‘ecutive, has been named vp, and 
| F. W. Pain, an agency vp, has been 
/named general media director for 
| both the Racine, Wis., and Chicago 
offices. 


| 


Condon Named Ad Director 


John T. Condon Jr., formerly 


| Sdvertising director of the Phil- 


adelphia Daily News, has been ap- 
|pointed ad director of Pennsylvania 
| Traveler—‘A Magazine of Country 


ties. 


Ronald E. Kaehler, r., President of the San Francisco Stock Exchange, one of the country's largest regional security markets. 


THE EXAMINER 
GIVES YOU MORE 
FOR YOUR 
MONEY! 


more pages of Financial and Business 


News and Advertising in The Examiner 


than in any other San Francisco newspaper 


The San Francisco Esamine Yr 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 


Advertising Age, December 1, 1958 


‘Nets, Not Admen, 
Should Improve TV 
Programs: Pinkham 


New York, Nov. 25—Who is 
responsible for bettering the qual- 
ity of television programming— 
the networks or the advertising 
business? 

Richard A. R. Pinkham, vp in 
charge of radio and tv at Ted 
Bates & Co., thinks it’s the net- 
works’ job to maintain the me- 
dium’s vitality. “Otherwise,” he 
said, “opaque-eyed idiots will sit 
by the hour at the tv screen and 
look at whatever we put on there.” 

Mr. Pinkham was one of four 
|panelists discussing the present 


| Living.” The Traveler is an ex-| state of network tv at a lunch- 
|panded version of the old Bucks|eon of the Sales Executives Club 
|\County Traveler, covering five 
/southeastern Pennsylvania coun- | 


lof New York. 

The other panelists were Wal- 
|ter Craig, vp and director, Nor- 
|man, Craig & Kummel; Robert 
E. Smallwood, chairman of the 
board, Thomas J. Lipton Inc., and 
|Ben Gross, television editor, the 
|New York News. 


= Assuming the role of devil’s ad- 
/vocate, Mr. Craig said the adver- 
tising business has “ceased to look 
for good ideas and has let the net- 
works supply entertainment while 
it simply bought time on the 
shows.” Reiterating a point made 
earlier by Mr. Gross—that three 
network program directors are re- 
sponsible for the selection of 250- 
300 tv items daily—Mr. Craig 
said, “I feel the networks are be- 
ing maligned, while we sit back on 
our haunches and allow the net- 
works to dull this instrument.” 

Mr. Craig warned that television 
advertisers are losing program 
compatibility by cutting down on 
their advertising consistency in 
order to buy circulation. 


= During a question and answer 
period, presided over by Jerry 
|Feniger, tv programming vp, Cun- 
jningham & Walsh, these points 
| were made: 

Mr. Smallwood said that when 
Lipton was in network television 
it cost more than $500 per second 
‘for the three minutes out of 30 
|during which Lipton commercials 
iran. While referring to Arthur 
|Godfrey as a personal friend of 
his, Mr. Smallwood criticized the 
|network’s “high-handed way of 
|doing business.” The broadcasting 
|company “moved our time, in- 
creased our price and asked us 
| to buy a pig in a poke,” he said. 

Mr. Pinkham, a former National 
Broadcasting Co. vp, suggested 
that the networks set aside a 
weekly half hour for “experimen- 
tal work on a regular weekly bas- 
is’ from which advertisers might 
select unusual properties to spon- 
sor. # 


CBS Boosts Struthers 

Harvey Struthers, formerly gen- 
eral manager of WHCT, Hartford, 
Conn., has been named director of 
station services for the CBS Tele- 
| vision stations division, New York, 
| effective Dec. 8. Mr. Struthers, who 
|has been with CBS 18 years, will 
serve as a liaison between the sta- 
tions and other departments of the 
stations division and the network 
division. 


Beaumont, Heller Adds Brinker 

Donald P. Brinker, formerly 
sales promotion manager of Prod- 
uct Engineering, New York, has 
joined Beaumont, Heller & Sper- 
ling, Reading, Pa., as a copywriter. 


FOREIGN COIN 
PROMOTIONS! 


_  Coims and Bills from “ag up : a 2 
Send for FREE Catalog or $? ‘Sample Ka § 


ROYAL COIN CO., INC. 
47-A West 46th St., New York, N. Y. 
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Music, news and service. KEX creates a fine balance of programming that meets the modern 

radio needs of the whole Northwest. Seven talented local personalities. A careful musical blend of 
pop tunes, standards and new releases. Lively on-the-spot local news covered by the 

outstanding radio news staff in Oregon. Complete, authoritative national and international coverage. 
Weather and traffic reports, time checks, where-to-go, what-to-do. Vital public service 
programming. These give KEX a distinct station personality and the kind of 

appeal that listeners habitually respond to. 


It takes a knowing touch to strike the balance that pays off in audience leadership. Like all other 
Westinghouse Broadcasting stations, KEX has this winning combination. The right local talent. 
Leadership. Top-rated programs. They go together to serve the people of the area like no other 
station can. This is why no selling campaign is complete without the WBC stations. 


KEX Portland, Ore. 


6°) WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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HEADACHES? 


Forget them 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY 
Electrotypes e Piastic Plates « R.O.P. Mats 
160 East Iilinols Street, Chicago 11 +» OElaware 7-1541 


Allied Chemical to JWT 

Allied Chemical Canada, Mont- 
jreal, has appointed J. Walter 
| Thompson Co., Montreal, to handle 
\its advertising, effective Jan. 1. 
| Allied Chemical, formed in June, 
represents the incorporation ef five 
Canadian companies: Barrett Co., 
Brunner Mond Canada Sales Ltd., 
| National Aniline & Chemical Co., 
| Nichols Chemical Co. and Semet- 
| Solvay Chemical Co. 


Hutchinson Adds Brown Co. 

Charles F. Hutchinson Inc., Bos- 
ton, has been appointed to handle 
| advertising for L. L. Brown Paper 
Co., Adams, Mass., effective Jan. 1. 
Chambers, Wiswell, Shattuck, Clif- 
ford & McMillan, Boston, is the 
current agency of record. 


| Schneider Joins Brewery 

| John Schneider III has been 
| named sales promotion manager of 
| National Brewing Co., Baltimore, 
a new position. He formerly was 
assistant producer at Cinevision 
| Inc. 


CHELS) A 


itself, in Cambridge, Somerville, Lynn, Quincy and Malden. 


a “gerrymander”. 


New England home market*. 
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YOU CAN’T SELL BOSTON WITHOUT 


MORNING e EVENING e SUNDAY 
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ARVING UP YOUR COVERAGE? 


One Boston newspaper claims there are two Bostons of which it can 
deliver one. The “other” Boston — The Globe’s Boston — includes 84% 
of the City Zone, or a million and a quarter people living in Boston 


If you want sales you need coverage of the whole market — not 


HIT THE WHOLE MARKET 


Reach all the 152 towns in the Boston Trading Area . . . hit them heavily 
- get maximum home coverage* . . . cover all occupational groups*. 


The Boston Globe brings you the largest single chunk of the 
*Elmo Roper & Associates (1957) 


The Boston Globe! 


I Scolaro, Meeker & Scott Cresmer & Woodward, Inc. The Leonard Co. 
i Chicago, Detroit New York, San Francisco, Los Angeles Miami Beach, Florida 
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Advertising Age, December 1, 1958 


\Technical Gains in 
Letterpress Promise 
Cost Cuts, Says ‘AR’ 


Cuicaco, Nov. 25—Advertisers 
can look forward to greater effi- 
ciency and economy in letterpress 
work because of technological ad- 
vances that have been and are be- 
ing made in the field of photoen- 
graving, according to a report in 
the December issue of Advertising 
Requirements. 

Acceptance of these advances 
will mean “a great breakthrough 
in letterpress technology” that 
will affect general prices favorably 
within a few years, says Robert B. 
Konikow, AR’s managing editor, 
author of the report. 


# One innovation is powderless 
etching, which obviates the use of 
“dragon’s blood” powder—a time- 
consuming and costly process. 

Three other techniques de- 
scribed use electronics to simplify 
or completely by-pass acid treat- 
ment: 


e The Scan-a-Sizer—a Fairchild 
Graphic Equipment Inc. device for 
making a plastic plate from flat 
artwork by means of an electric 
circuit which cuts into the plastic. 


e The Klischograph—a German- 
developed electronic machine that 
produces either metal or plastic 
plates for printing in either b&w or 
color. Its distributor, Consolidated 
International Equipment & Supply 
Co., Chicago, says color engravings 
can be produced in less than half 
}an hour for each color and that 
| plates as big as 12” by 16” can be 
| produced. 


e PDI Color Scanner—a Printing 
Developments Inc. machine which 
| produces a set of four separation 
| negatives from a color transparen- 
|cy, computing electronically the 
|ecorrect density for each plate 
/needed for full-color work. They 
can reportedly be made from nega- 
tives without any hand retouching. 


s Another development that has 
won attention, Mr. Konikow re- 
ports, is a Du Pont technique for 
j}using a photopolymer plate ex- 
| posed through a negative to ultra- 
iviolet light to produce a plate 
ready for printing in as little as 15 
minutes. 

While not yet commercially 
available, this process and similar 
ones are destined to have an enor- 
mous effect on letterpress printing 

| time and costs, AR says. + 


pow & Associates Opens 
(US. Shor for Exporters 

| J. Peers & Associates, London, 
| England, a technical agency, has 
| opened an office in Denver to han- 
|dle European advertising produc- 
| tion for American advertisers sell- 
ing in the European market. 
|Stephen H. Wells heads the new 
|Denver operation with offices at 
'933 Sherman St. Other offices 
throughout the U.S. are being set 
| up. 

A major advantage of the serv- 
ice, according to Peers, is that 
}art work is 50% cheaper and cuts 
|are 33% cheaper in Britain, hence 
|there is no duty or freight cost. 
The service handles advertising 
throughout Europe. 


Richter Named Publisher 
of ‘Modern Railroads’ 

Frank Richter has been promo- 
ted from editor to publisher of 
' Modern Railroads, effective Dec. 1. 
Tom Shedd Jr., eastern editor, will 
become editor. Mr. Richter is also 
exec vp of Watson Publications, 
Chicago, publisher of the magazine. 


James Jordan Joins WOKY 

James A. Jordan, formerly sales 
manager of WJJD, Chicago, has 
joined WOKY, Milwaukee radio 
station, as sales manager. 
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His name is Howard Miller. Occupation: disc jockey . . . and salesman for education. 

Why a salesman for education? Because U. S. Board of Education statistics show 

a 40% student “dropout” between the ninth and twelfth grades. As the most-listened-to station 
in Chicago, WIND used its talent to convince students and parents that “the greatest 

danger is dropout, not fallout.’”’ Howard Miller led this drive, turning his tremendous selling power 
to serve an important community purpose. 

Time Magazine calls Miller America’s No. 1 disc jockey. He’s the 

kind of top local personality you find on all Westinghouse Broadcasting stations. 

Personable, talented, colorful—they attract and influence huge audiences. Teenagers 

listen to them. Adults listen to them. Advertisers love them. This is why 

no selling campaign is complete without the WBC stations. 


WIND Chicago 


@@© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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‘Direct Mail Code 


Reaching more French homes day after day, week after week 1... Approval Seal 


(Continued from Page 3) 
more and more people the habit of 
responding to mail. That can be 
done only through successful mail- 
ings to existing lists. 


MONDAY 
To 
FRIDAY 
SATURDAY 


s “Moreover, bad list practices 
discourage present list owners from | 
permitting their lists to be used 
widely by other mailers, thus cut- 
ting down the number of good lists 
currently available. 


LA PRESSE 240,0 00 
Sea svttaee sy | 265,000 Sa, 


“The standardization and im- 


provement of mailing list practices, 
through the acceptance and ob- 
servance of this code, will serve 
the interest of all mailers by: 
“Making the operations of both 
mailers and list owners more ef- 
ficient; serving as a guide to new- 
comers in the field; reducing the 
risks inherent in testing new lists; 


LA PRESSE 


DAILY AND ROTOGRAVURE 


HEAD OFFICE: MONTREAL, CANADA U.S. REPRESENTATIVES: SHANNON & ASSOCIATES INC. 


improving returns and so reducing 


WORCESTER "ow 
BILLION DOLLAR 
MARKET 


WORCESTER COUNTY 1935-1957 


EFFECTIVE BUYING INCOME — 


Metropolitan Worcester 


& County Market 

3 1958 Population Sales %_ Increase 
Q and E. B. |. (Gains) since 1950 
Hs Population 587,000 «UP O7.5% 
«! Retail Sales $649,594,000 UP 53.5% 
o Grocery Sales $169405,000 © UP «26.8% 
QO EBL $1,039,790,000 = UP 53.4% 
= General Merchandise $60,973,000 8= UP CO38.1% 
” Drag Store Sales $20,858,000" UP 105.8% 


Power, 
sDror, Sales Wl Outlet) Est: Over $25,900,080 — 


wi 
= 
O 
VU 
Z 


2nd Market in 
Massachusetts with 


J1.9/ 


coverage by the 
TELEGRAM-GAZETTE 


162,449 
105,300 


BUYING 


EFFECTIVE 


Daily Circulation 
Sunday 


GD rusit dec. 31, 1957 


The Worcester 
TELEGRAM and GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, 


National Representatives 


peepee es 
Sieoneenee 


Advertising Age, December 1, 1958 


order costs, and inducing more list 
owners to allow their lists to be 
used.” 

Prospective mailers, according to 
the code, are entitled to such in- 
formation from list owners as the 
source of names, the nature and 
quantity of names available, age 
of the names and duplication. 

When mailers specify use of a 
list on a specific date, list owners 
will be forbidden to accept other 


orders for use of the same list with- 


in a week of the specified date. 
Mailers will be obliged to use a 


|list only once “unless there is a 


specific understanding to the con- 
trary.” Mailers will also make no 
copy of a list obtained by rental or 
exchange. List brokers “will not 
deluge” prospective users with in- 
formation “covering lists of little 
or no possible use” to them. 


® The code defines list owners as 
sellers, brokers as their sales 
agents and mailers as customers. 

“The list owner is free to choose 
a broker or brokers who are au- 
thorized to offer his list for rental 
or exchange. The broker is free to 
choose the list owners whom he 
will represent. However, in their 
own self-interest, list owners and 
mailers will usually follow such 
established practices as ordering a 
list through the first broker who 
recommends it, continuing to place 
orders on that list through the same 
broker as long as his service is 
satisfactory, etc. And as the cus- 
tomer, the mailer is free to deal 
with any broker he chooses.” 

As for commissions on list ex- 
changes, the code reads: 

“When an exchange is arranged 
by two list owners on their own 
initiative, and not on that of a list 
broker, it will not be necessary for 
either owner to clear the exchange 
through any list broker or to pay 
any list broker a commission on the 
transaction. If one party to the ex- 
change chooses to have the order 
for his names come through a list 
broker, he will so advise the other 
owner. In this case, however, the 
broker will bill the first owner for 
the usual rental commission on the 
use of his names, and the second 
list owner shall be bound neither 
to have the order for his names 
clear through the broker, nor to 
pay any commission on the trans- 
action.” 


= In the event of a withdrawal of 
the DMAA’s seal of compliance, 
the code says that five days later 
the list owner and all brokers han- 
dling the list will be so notified. 

After the withdrawal notice, 
“brokers will send out no more 
cards to prospective users of the 
list which would indicate that the 
list is still certified.” 

Mailers subscribing to the code, 
however, “are free to use any mail- 
ing list,” whether it bears the com- 
pliance seal or not. “Withdrawal of 
the seal merely puts the mailer on 
notice that the list owner, in the 
judgment of the certification com- 
mittee, is no longer complying 
with the provisions of this code.” # 


f. 
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"ROUND-WORLD-IN-80-WEEKS! 
ORDER SKETCH NOW! 


Artist Stevenne Dana begins 
sketching tour, upon 1,000th or- 
der! Her project: to do 1,000 art 
sketches of any country, for an. 
1,000 people—each $1 (ink), 
(color) AID; mailed en 
route Tour to you! Has 3 years 
art (1 in Europe). 
AD AGENCIES: Project grow- 
ing, needs manager. 
MANUFACTURERS: She'll en- 
dorse & tell your products world 


over! 
Write Miss Dana, 
P.O. Box 303, Chicago. 
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WBZ Boston threw a whale of a party in Brockton, Mass. On Sept. 22, WBZ aired its first 
announcement for the Brockton Block Party, a fund-raising promotion to aid 

the Old Colony Association for Mental Health. Three days and 51 spot announcements later, 
a crowd of 40,000 showed up. A great community project . .. and graphic proof that 

WBZ is far and away New England’s most powerful voice. 


You measure the worth of a station in power, coverage, ratings. That’s only part of 

the story. WBZ, and all the Westinghouse Broadcasting stations, are interested in people 
and active in community affairs throughout their coverage areas. 

This interest gives the WBC stations their character and impact. People believe 

what the WBC stations say. And that helps you sell. This is why 

no selling campaign is complete without the WBC stations. 


WBZ Boston + wz 


(© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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If you are not getting Powderless Etched copper process or monochrome 


reproductions from your engraver, you are being short changed out of a 


development of vast importance affecting quality in the publication run. 


This is straight talk to you engraving buyers. 


HUTCHINGS & MELVILLE, INC. Photoengravers 
SPECIALISTS IN POWDERLESS ETCH OF Copper ORIGINALS 
4043 North Ravenswood Avenue, Chicago 13, Illinois 


Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 


Thompson Ramo Wooldridge 
Promotes M. S. Griffin 

M. S. Griffin has been named 
staff director of advertising for 
the Thompson Products divisions 
of Thompson Ramo Wooldridge 
Inc., Cleveland, succeeding Fred R. 
Witt, who retired Nov. 1 after 36 
years with the company. Mr. Grif- 
fin formerly was assistant ad di- 
rector. Thompson Ramo Wool- 
dridge is the new name of Ramo- 
Wooldridge Corp., which has been 
merged with Thompson Products 
Inc., its former affiliate. The com- 
pany conducts research and manu- 
facturing in the electronics field 
and the automotive and aircraft 
industries. 


Barclay Sponsors ‘Briefed’ 

The Barclay Hotel, New York, 
will sponsor Briefed, a monthly 
digest of tested sales ideas con- 
densed from articles in business 
publications. Copies will be mailed 
to various company executives, and 


will be placed in the hotel’s rooms. 
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WATCH THE WOMEN GO BUY 
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and almost 3 times Atlanta! 


231,829 Daily; 295,740 Sunday 
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the Orego 


Biggest advertising voice 
in the sales-rush state 


.. WATCH THE WOMEN GO BUY .. 
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WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... 


Portland retailers, who watch the women go buy 
every day, place the bulk of their advertising 

in Oregon's BIG newspaper, The Oregonian. 
During the first 9 months of this year they placed 
3-2/3 million more lines in The Oregonian 

than in the 2nd paper. They know they se// more 
because they ¢e// more when they use the 
newspaper that’s big as all Oregon... The Oregonian. 


How big is the Oregon retail market? Almost 
$2-1/2 billion annually. That’s double Cleveland 


nian 


Portland, Oregon 


Largest Circulation Newspaper in the Northwest 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Advertising Age, December 1, 1958 


4] Largest N.Y. 
Retailers Adopt 
Price Ad Code 


New York, Nov. 25—41 of the 
largest retail advertisers in the city 
have unanimously agreed on stand- 
ards designed to eliminate decep- 
tive or confusing advertising of 
price reduction, comparison or sav- 
ings claims. 

Announcement of the agreement 
was released last week by Hugh R. 
Jackson, president of the Better 
Business Bureau of New York City. 

The standards were approved 
at a meeting of major retail ad- 
vertisers at the New York Adver- 
tising Club, Mr. Jackson said, 
and have been indorsed by state 
and local law enforcement authori- 
ties. 

The BBB will publish the full 
text of the standards in booklet 
form and will call a mass meeting 
of all retailers in the area early 
in December to interpret the stand- 
ards of all concerned in anticipa- 
tion of their being put into full 
effect by Jan. 1. 


= The BBB code, he said, is con- 
sistent with the position taken by 
the Federal Trade Commission last 
month in its widely publicized at- 
tack on deceptive pricing as well 
as the position of other state and 
local agencies responsible for ad- 
ministering the law against untrue, 
deceptive or misleading advertis- 
ing in the retail field. 

“One of the basic principles in 
the new standards is that adver- 
tisers shall avoid any claim or im- 
plication of price reduction or sav- 
ing unless the claim is either based 
on a reduction from the advertiser’s 
own price for the specific article 
or the current price at which the 
specific merchandise is customarily 
sold in the New York market,” Mr. 
Jackson said. 


a “Advertisers,” he said, “will 
continue to be able to make com- 
parisons between the price at 
which they are selling any given 
piece of merchandise and other 
merchandise which is comparable 
in all material respects, but, in this 
case,” he emphasized, “the retailer 
must clearly disclose he is talking 
about comparable merchandise.” 
Also covered by the standards 
are specific provisions dealing with 
special sales; two-for-one sales; 
factory or wholesale prices; pre- 
ticketing; trade-in allowances; fu- 
ture price predictions; imperfects, 
irregulars and seconds; and respon- 
sibility for substantiating claims. + 


Industrial Dallas Names 
Crook for 3-Year Drive 

Crook Advertising Agency, Dal- 
las, has been appointed to handle 
a three-year promotion of Indus- 
trial Dallas, a non-profit corpora- 
tion sponsored jointly by the 
Dallas Citizens Council and the 
Dallas Chamber of Commerce. 
Crook was chosen from 21 agencies 
which made presentations. The ad 
campaign, aimed at _ industries 
“Dallas needs most,” will be simi- 
lar to one conducted by Industrial 
Dallas, 1928-1931, which was cred- 
ited with bringing about expansion 
in the area. 

The drive is being financed by 
business men who have “put Dallas 
on their payroll” for the next 
three years. 


H. B. Reese Starts Drive 

H. B. Reese Candy Co., Hershey, 
Pa., has embarked on what it says 
is its first newspaper advertising in 
its 33-year history. 123 newspapers 
in 26 states and the District of Co- 
lumbia are on the schedule. Miche- 
nor & O’Connor, Harrisburg, is the 
agency. 
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He paid it entirely in pennies. Other sponsors sent nickels, dimes, dollars. 
Together they created the Fort Wayne Fine Arts Center, with Radio Station WOWO 


and its talent spearheading the drive. For almost a year, 

WOWO aired local operettas, symphonies, spots, to build nickel by nickel, 

this center that any city would be proud of. 

No wonder WOWO gets action. WOWO’s powerful 50,000-watt voice creates 

its own rich, responsive, three-state market . . . 37th largest radio market in the U.S, 
Like all Westinghouse Broadcasting stations, WOWO 

wins people because it is dedicated to local needs, tastes, and problems. 

People respond to this interest—time after time after 

time. That’s why no selling campaign is complete without the WBC stations. 


WOWO Fort Wayne 


{© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ +WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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RETAIL SALES? 


‘946 million in Georgia's money belt 


Cash registers are ringing up sales at the rate of $946 
million in the Augusta~Columbus-Macon trading 
area. Penetrate this 60-county market with this 3 
paper combination buy that gives you savings to 
10% on each ten thousand lines. 


rf For impact in the Peach State, it’s Atlanta plus 
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AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


Represented Nationally by THE BRANHAM COMPANY 


Campbell Back 


on British Soup 
Market Scene 


(Continued from Page 2) 
Heinz. Crosse & Blackwell was 
|named by 19%, Batchelors by 6% 
‘and Fray Bentos by 2%. “Don’t 
know” and other brands account- 
ed for the remainder. 

Much’ greater purchasing of 
leanned soup is found among 
|younger housewives than among 
those 45 or over. Sales of canned 
soup in Scotland, the Northeast 
}and North England, are above the 
| average for the country. 

While Heinz is everywhere 
market leader, it accounts for a 
\slightly higher proportion of sales 
|to middle-class housewives and is 
‘particularly strong in the North- 
|east and North. 
| Heinz is comparatively weak in 


Be Aube ss oe Mis 
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What's in a message? Humor, sympathy, remembrance, a friendly word? What- 
ever your card conveys, it looks better, reads better on Champion greeting card 
papers. The bright, ‘‘bounce-back” feel of Champion quality papers doesn’t 
just happen. It’s the result of careful research and production designed to meet 
the most exacting requirements, 


CHAMPION SETS THE PACE IN PAPERMAKING 
CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 


Quality coated and un- 
coated papers for books, 
magazines, envelopes, 
labels, boxwraps, greet- 
ing cards, business forms, 
tags, tablets, food packag- 
ing, and many other uses. 


Avedon 


Advertising Age, December 1, 1958 


Scotland. 

These factors may have led to 
the decision to launch Campbell 
soup on a test marketing basis in 
Aberdeen this week. 


s Campbell, which recently ap- 
pointed the J. Walter Thompson 
Co. as its agency, began the test 
marketing backed by large spaces 
in the local press and posters. 

The product it has chosen for 
its re-entry on the British scene 
is a condensed soup, a product 
new to Britain but a big seller in 
the U.S. 

JWT is also handling a cam- 
|paign in Scotland, which is using 
|television only, for Campbell V-8 
vegetable juices. 

Two other leading soup market- 
ers are also planning big promo- 
tional pushes for condensed soups: 
Heinz and Crosse & Blackwell. 


@ Greenlys Ltd., the Crosse & 
Blackwell agency, had no com- 
ment to make on what shape the 
advertising plans would take. 

Meanwhile, Heinz has begun the 
“biggest launch in Heinz history” 
for its condensed soups. London 
| eveming newspapers and televi- 
sion are being used. Young & Ru- 
bicam is the agency. 

Heinz estimates it has quad- 
rupled its output over the past 
five years and now sells two- 
thirds of all the canned soup man- 
ufactured in Britain. 

In the soup mix field Crosse & 
Blackwell will be taking on the 
big three who dominate this sec- 
tor: Batchelors (62%), Knorr- 
Swiss (23%) and Maggi (6%), the 
latter being a Nestle’s brand. 


® Biggest press advertiser in the 
soup mix field is Knorr-Swiss, 
which has been out to capture the 
top market position. In the year 
ended June 30, Knorr-Swiss spent 
$220,000 on promoting its soup 
mixes through press advertising. 
Until earlier this year its adver- 
tising was handled by McCann- 
Erickson, but then it switched to 
Colman, Prentis & Varley. + 


McGraw-Hill Rejoins 
MPA; Lauds Group’s 
“Renewed Vitality’ 


(Continued from Page 3) 

for the good of the industry. 

“Furthermore,” the company 
|said, “we have been very much 
impressed by the renewed vitality 
and leadership of MPA. We look 
forward to a renewal of our long- 
standing friendships and associa- 
tions with others in the industry, 
including the able staff of MPA.” 


s Robert Kenyon, president of 
MPA, said, “The return of Mc- 
|Graw-Hill to active membership 
| will strengthen MPA as the central 
focus of magazine industry promo- 
tion and service. We are delighted 
to welcome their active participa- 
| tion in the association.” 

| While MPA has not increased 
|its business paper activities spe- 
|cifically, a spokesman for the as- 
sociation said, it has revitalized a 
number of activities such as its 
operating cost studies, personnel 
studies and practices, postal and 


tax committees’ operations, its 
Washington coverage, and the 
scope of its conferences, all of 


which are of interest to and of 
practical value to business publi- 
cations as well as consumer maga- 
zines. + 


Cooper Changes Name 

Earl J. Cooper Co., Chicago, 
publishers’ representative, will 
change its name Dec. 1 to Fred F. 
Schwenn Co. The company, which 
was founded in 1932, represents 12 
farm publications serving special- 
ized fields. 
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The store’s locked up tight—but tomorrow’s sales are being made tonight on KYW’s Program PM. 
Nighttime radio with a difference. Program PM is a magic carpet of sound that travels the 

listener through the color and variety of life after dark. It follows a squad car’s wailing siren. It 
catches the shrill blast of a trumpet belting the blues. It buttonholes the visiting celebrity. It goes behind 
the scenes to probe music, sports, theatre, news. And it sells. After a year of operation on KYW, = 
Program PM’s share of audience is tops. Advertising revenue for the time period is up 340%. 


Program PM sells nightly on five Westinghouse Broadcasting radio stations. 

It reflects WBC’s belief that, night or day, the key to sales success is creative programming. Radio 
advertisers buy listeners. They buy more on WBC stations because the imaginative use of radio 
gives WBC stations undisputed leadership in all their markets. This is why 

no selling campaign is complete without the WBC stations. 


KYW Cleveland 


©) WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO; BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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CHARLESTON 30. W. VA 


CHARLESTON is West ees State and Industrial 
Capital and the hub of its No. 1 Market. 

Charleston has long been the home of the State’s Two 
Leading newspapers — The Gazette, morning, and the 
Daily Mail, evening. Sundays a single paper, The 
Gazette-Mail, has 30,000 more circulation than the next 
two Sunday papers in the State combined. 

Small wonder then that the Charleston Newspapers, 
covering thoroughly West Virginia’s No. 1 Market, 
should be the Best Basic Buy of all media within the 
State’s borders. 

Smart advertisers whose goods or services are for sale 
in West Virginia know the importance of the Charles- 
ton Market. And they make the Charleston Newspapers 
the backbone of their sales efforts. 

Have you tested their effectiveness? 


REPRESENTATIVES: JOHNSON, KENT, GAVIN & SINDING, INC. 
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DISPENSER — 
Tropicana Prod- 
ucts, through its 
subsidiary Dis- 
play-O-Matic 
Inc., has devel- 
oped this refrig- 
erated self-serv- 
ice display case 
for its chilled 
fruit juices. Trop- 
icana says it is 
the only such 
case currently 
available to su- 

permarkets. 


F&S4&R, Cleveland, to Move 

The Cleveland office of Fuller 
& Smith & Ross moved to new 
quarters in the Illuminating Bldg. 
over the past weekend. 
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New needs...new ideas...new data...these are the raw materials from 


which engineers create new products, build new 
process, develop and expand markets. 


latest information available. 


their Engineering Society Publications. Because 


structures, and, in the 


This is why engineers constantly exchange technical ideas and seek the 


Engineers know that many vital facts and concepts are found only in 


these publications are 


devoted wholly to the professional engineering interests of their readers, 
they are basic means of communication among engineers. 


Your advertising message in Engineering Society 
engineers from the time their creative ideas are 


From the very beginning... 


engineers are educated 
to specify and buy! 


ENGINEERS JOINT ADVERTIS 


t 1 t I 
' t t ' 
CHEMICAL ; CIVIL | ELECTRICAL | JOURNAL OF | MINING 
ENGINEERING | ENGINEERING | ENGINEERING | METALS | ENGINEERING 
PROGRESS ‘ American i American institute 1 American ‘ American 
American ; Society of : of Electrical | Institute of Mining, ! Institute of Mining, 
Institute of : Civil Engineers H Engineers i Metallurgical, and { Metallurgical, and 


Petroleum Engineers !' Petroleum Engineers 


™ Chemical Engineers 


9,000 


Publications influences 
in the formative stage, 


and throughout the design, development, production and administrative 
stages where product selections and specifications are determined. 


«J _7N.Co> 


ING COUNCIL 


For latest media and market information, 
consult your agency or any of the following magazines. 


Mechanical Engineers | Mechanical Engineers 


i 
| MECHANICAL MECHANICAL 
' ENGINEERING CATALOG 

t American American 

: Society of Society of 
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Hotpoint Sets 
$350,000 Push for 
Kitchen-Laundry Unit 


Cuicaco, Nov. 25—Hotpoint Co. 
is introducing its 1959 line of 
kitchen-laundry appliances with a 
$350,000 ad campaign in 13 mag- 
azines this fall. 

The first ad ran Oct. 20 in Life. 
Other ads, all in color, will run in 
American Home, Better Homes & 
Gardens, BH&G Kitchen Ideas an- 
nual, Farm Journal, Household, 
Life, New Homes Guide, News- 
week, Parents’ Magazine, Progres- 
sive Farmer, Successful Farming, 
Sunset Magazine and Time. 

The campaign, which will end in 
December, is the most intensive 
fall campaign for Hotpoint in ten 
years, according to A. M. Utt, ad- 
vertising manager. 

Hotpoint announced last week 
that it will discontinue operations 
in the television business: Dec. 31. 
Hotpoint first introduced a full tv 
line in June, 1956, and trade 
sources estimated that the company 
had spent about $1,000,000 annual- 
ly to advertise tv. 

The General Electric division 
said it decided to drop tv and con- 
centrate on its kitchen-laundry 
line because it felt it could not 
become a major factor in the tele- 
| vision industry. 
| Compton Advertising, Chicago, 
| handles the Hotpoint account. + 


Meredith Promotes Hyland, 
|Gohring, Huichens; Adds One 
| George R. Hyland, formerly man- 
| ager of the building dealer division 
|in the ad department of Mere- 
|dith Publishing Co., Des Moines, 
|has been named to the New York 
ad staff of Better Homes & Gar- 
dens. Ralph T. Sonders, formerly 
an ad and sales promotion copy- 
writer with WOR and WOR-TV, 
New York, has joined Meredith’s 
ad department as a sales trainee 
for Better Homes & Gardens. 

Meanwhile, William G. Gohring, 
formerly New York manager for 
Meredith’s book operation, has 
been named eastern manager of 
the company’s book and general 
promotion division. Frank Hutch- 
ens, formerly assistant field man- 
ager for the division, succeeds Mr. 
Gohring. 


Moves from Agency to Client 

Joan Butler, formerly with the 
public relations department of 
Hazard Advertising, where she 
worked on the American Cyan- 
amid account, has joined Cyan- 
amid as product publicity super- 
visor for the organic chemicals 
and pigments division. 


Walter ® 


NEW YORK - CHICAGO fi 
A widely respected firm 


a 4, 7 
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pr 


of 
Magazine Publishers 


Representatives 
516 Fifth Ave., N.Y.C. 
MU 2-5253 
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That’s what one postcard said. It came in two days after KDKA reported the rescue of mine 
disaster victims at Mariana, Pa. This sense of personal identification, this on-the-scene 
believability, is consistently delivered by KDKA news. KDKA captures the actual voices and 
sounds of the Pittsburgh scene with a staff of reporters who dig for the news, mobile units, beep 
phones and tape recorders. Carefully edited and rewritten wire stories add scope to the news. 
Westinghouse Broadcasting’s Washington News Bureau covers major national and 

international events, with emphasis on the local slant. 


You check ratings and you see that this is KDKA’s town... with a lead in 430 out of 496 quarter 
hours surveyed. Comprehensive news coverage is one reason. This same kind of freshness and vitality 
runs through WBC’s entire programming range. This is what attracts and holds listeners from sign-on 
to sign-off . . . the reason why no selling campaign is complete without the WBC stations. 


KDKA Pittsburgh 


we0) WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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Shopping Centers Alter 


if arranged 


“Sy 


a ekil gnihton s’ereht 


the above is . 
attract millions of consumers and create a definite increase in sales. 
your consumer contest will have fabulous prizes — we'll 
obtain up to 100, 000 (or more) of them, at no cost to you. 

if arranged right your consumer contest will be headache-free, since our 
nominal service fee includes consultation with your staff and coordination 
of every facet of your promotion from the inception of the idea to the 
delivery of the prizes prepaid to the winners. 


We arrange consumer contests right . 
We've been doing this for 11 years for many of the country’s blue chip 
manufacturers and leading advertising agencies . 


If you want your consumer contest arranged right . . . phone, wire or write: 


155 Mineola Boulevard, Mineola, L.1., N.Y. 
TELEPHONE: Pioneer 7-5300 


Company, Inc. Eleven Years in Business * Eleven Years of Dependability 


Zoning Rule, Court Says 

The Connecticut supreme court 
has ruled that shopping centers 
may be treated differently from 
other groups of retail stores be- 
cause shoppers can do all their 
marketing in one stop at the 
centers. The court upheld a lower 
court decision which allowed the 
|city of Stamford to change its 
zoning regulations to allow a 
package liquor store in a shopping 
center, so that shoppers need not 
make an additional stop to pur- 
chase liquor. 


. . “there's nothing like a contest... to 


. to give you maximum sales. Kuswa-Greene New Agency 


Kuswa-Greene Associates, a new 
/agency, has opened offices at 9203 
iW. Bluemound Rd., Milwaukee. 
| Principals include Webster Kuswa, 
| president; J. M. Greene, exec vp, 
‘and Willard Brandau, secretary- 
|treasurer. Mr. Kuswa and Mr. 
|Greene formerly were vps of 
|Morrison-Greene-Seymour, Mil- 
| waukee. 


. . smaller ones too. 


What kind of market 
is the 49% State? 


What is your marketing future in Alaska? 
Who are Alaska’s consumers? What do 
they buy? Where? What do they produce? 
**4 Markets’’? 


What are Alaska’s 


@ This new publication—THEe ALASKAN MARKET— 
gives you the answers—tells you where the money 
is today—and will be for the foreseeable future. 
Gives you a wealth of official government facts 
specially processed for this study and never 


before published! 


Before long every “‘national” distributor will 


want to explore Alaska. 


NEW-— 


Just off the presses 


Advertising Age, December 1, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

Jan. 19-21, 1959. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San 
Jose, Cal. 

1959. Magazine Publishers 
Midwest regional convention, 
Sheraton Hotel, Chicago. 

*Feb. 15-17, 1959. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

March 24-26, 1959. Point-Of-Purchase 
Advertising Institute, 13th annual exhib- 
it, Palmer House, Chicago. 

April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
Eden Roc Hotel, Miami Beach. 

April 7, 1959. Premium Assn. of Amer- 
ica, 26th national conference, Navy Pier, 
Chicago. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federa- 
tion of America, 4th District annual con- 
vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 

*April 20-23, 1959. Bureau of Advertis- 
ing, American Newspaper Publishers 
Assn., Waldorf-Astoria, New York. 

April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

*June 7-10, 1959. Advertising Federation 
of America, annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

*June 14-17, 1959. Newspaper Advertis- 
ing Executives Assn., summer meeting, 


|} mont 
| Francisco. 


Ocean Forest Hotel, Myrtle Beach, S.C. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
and Mark Hopkins Hotels, San 


June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Hailstone Rejoins ‘Builder’ 

Patrick Hailstone, editor of Ca- 
nadian Builder, Montreal, from 
1952 to 1957, has been named man- 
ager of the magazine. He had been 
associate editor of House & Home, 
New York, for the past year. 


Christo Joins Stern Inc. 

Van Christo, formerly art direc- 
tor of Electronics Corp. of America 
and head of his own industrial de- 


No other state in the 49 is growing so fast— 
or, is potentially richer. There are over 
200,000 Americans in Alaska. The market 
—not including industrial goods—was 
worth over 300 million dollars last year. 
An example of the economy’s growth is 
the leap in car ownership from 7,131 
in 1947 to 49,885 last year—truck 
ownership from 4,000 to over 17,000 
in the same period. 


sign company, has joined Gabriel 
Stern Inc., Boston, as an account 
manager of industrial clients. 


A must for 
every American 
businessman. THE ALASKAN 
Mark5T is the latest in the World Markets 
Series by the J. Walter Thompson 
Company. Includes a mass of previously 
unpublished figures. 


We shall be happy to send you THE 
ALASKAN MARKET—and any of the other 
brochures now available or about to be 
published in this series—without charge. 
Simply mail the coupon. 


MAIL TI THIS C COUPON! 


Brochures and books in the World Markets Series 


_—_——_—_— o_o a 
J. WALTER THOMPSON ComPANY | 


Dept. AA-12,420 Lexington Ave., NewY ork17,N.Y. 


Please send me the World Markets brochures 
checked below without cost or obligation. 


I 
l 
! 
! 
l (1) Toe ALASKAN Market (1958) 
] (] THe JAPANESE Market (1956) 
| C) Tue Puiippine Market (1956) 
(] THe PERUVIAN MarkET (1956) 
l (-) Tue PortuGuese Market (1956) 
1 ww PREPARATION— 
1 C) Tue INDIAN MARKET 
(] Tue AUSTRALIAN MARKET 
| 
, (-] Tue SouTtH AFRICAN MARKET 


Name 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 
QUANTITY PHOTO CO., 119 W. HUBBARD ST., CHG. 10 


Write for FREE photo packet 


(1958—$18), Western European Mar- 
kets (1957—$18), Latin American Mar- 
kets (1956—$18), Population and Its 
Distribution in the U. S. (1951—$15). 


Brochures are free. Books in the Company 
series are available at booksellers around 
the world or write to J. Walter Thompson 


Company—The Canadian Markets 
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THE REASON ... kesults! 


FOR INSTANCE ... 
in total daily advertising 
published thus far this year ... 


3,431,471 lines MORE than ......... ee ese i ea The New York Times 
4,305,253 tines MORE than...) 2... ee Seas The Chicago Daily News 
7,991,678 lines MORE than... pepe san Eee ee The Philedelphia Inquirer 
+ 968.696 Vines MORE then as os The Philisdelphia Bulletin 
7,735,020 lines MORE than. ......... bees 2... The Detroit News 

416,404 tines MORE than... pe aga epee opt The Washington Post & Times-Herald 
2,731,320 tines MORE than......... Beer as Ree Pee ee The St. Louis Post-Dispatch 
7,740,901 lines MORE then... .. 2. cs... ., The Sh Levis Globe-Democrat 
72,939,582 lines MORE than. .................... Po ee The Cleveland Plain Dealer 
7,858,446 tines MORE than ...................,....4.......,.. The Minneapolis Tribune 
1,662,487 lines MORE than. .......... EE a EE se The Minneapolis Star 
3,668,157 lines MORE than. 2 2... 2 ie ie eee Ce geees The Cincinnati Enquirer 
TRIGA finns WORE Pat ee a Ss ss The Aflanta Journal 
3,384,405 lines MORE than........ CPD Bee TE a ig be pee The Dallas News 
ZOO 662 fines MOORE than 22 es The Dallas Times-Herald 
2,776,621 . The Denver Post 


SOURCE: MEDIA RECORDS, 
iST EIGHT MONTHS, 1958 


2,923,521 lines MORE than ...............5..... RE PUD Pg The Houston Post 
12,259,831 lines MORE than... ec ccc... ...... The Houston Press 
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JOWN T. JONES, JR., President 


R. W. MeCARTHY, Advertising Director 
M. J, GIBBONS, General Advertising Manager 
THE BRANHAM COMPANY — 

National Representatives 
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In today’s competitive market, you want 
to do more than create a brand image or 
“‘acceptance”’ for your product. You need 
action at the local level. You want to hear 
that cash register sing! 


Which is why Hearst “‘special interest”’ 
magazines top almost every other medium 
—in getting quick results in terms of sales. 


ACTION ? Trisisve- 


cause special interest magazines — unlike 
media of general circulation—make a target 
of your market. Trim off all waste. Concen- 
trate on a presold audience already inter- 
ested in what you have to sell. 


Hearst special interest magazines pin-point 
prospects—not just suspects. They are de- 
signed specifically to create across-the- 


counter customers. This editorial policy 
means business—action—sales ! 


ACTION / When Good 


Housekeeping, for example, runs an article 
on favorite dishes of famous people, 700 
supermarkets run storewide promotions. 
Reports the American Stores chain: ‘‘Our 
stores were so enthusiastic that 67,000 lines 
in 203 newspapers featured a total of 77 
Good Housekeeping guaranteed products.”’ 


ACTION / And when 


Harper’s Bazaar features its ‘‘Treasure 
Box’”’ of 15 advertiser’s samples, available 
through the mail at $1.00, the entire output 
of 57,000 is gobbled up within two weeks 
of publication — with only one in six appli- 
cants being registered subscribers! 


» ee ee wap sve Pas a's Oye hoe aoe so be Pg ek oe = ae _ ins 
# ae g “en ig eee caehe ne 5 ee ~— : gy ae a a ee re se 
oe ate ee eo a rs as : RS... i ‘ <a roe eaeee aN 
: : 2 
‘ ; 
gf ‘ ' 
‘ 3 : 
: 
: 
* : 
: : 
Bi : 
aan e E 5 E. 4 ; . 
nee at : ; ~ @ 
ss ; : 
4 : : ' ~ 
=e , 
abe s " ‘ Ie 4 
Bags) } y : _ fs 
me : i 
J ? " t 
ee See — Mico: 
3 if Sete phased os ToT ny ‘ Ter tee een. - 
gaat é. ae sf # pay , bes ‘ - 
P Hy - 
2 rides Home ,iexs | 
a ee q 4 
ie if n i ” , 
* on pMo . | 
bi "eM i] 
ro ; s| % ag 5 : ‘ 7 
me ,) . 3 a te E ‘, ? =» 
ae ae nant at! "Er iter... 4 “ng, y ? 1 
et ii : ‘ pres wo a i ga — . . ®y \ i 4 
ee Y oe ae as ’ s Legler 4 ~ a rea . P! ss - an a ~ ‘ > ~~ | Pa + H 
ce ; Wed Ben ai 2 3 ae ee 2 She ” ik oe ie - Prem, : oa ar ~~" yA # { 
ae, - a pre ae i, Se Elise °é ae (ro ' :_ a gg ag : : 
i ed. ee gg 3 Bs ae 7 -_ = * “4 of : 
titre mo wi Ss & ei ie ais 2 ae . Pa oe : 
a \ é ss - Pade caus es.’ ued a ‘s ¥ “ « gee 7s ; eg 
: 3 j be “9 Ps ‘ ¢ r BS ont AG Za 4 ate : or. 4 *. . pe mee ee F y' 
oh A 4 = > . ad 5 o ‘ oo - F ki / i feo oye é. \ a ; 5 i om.* ‘| 
‘ a ee : ae =e ae se $ — bye m, == : »* *¢ : ue Joab : 
ug pe ere § ~ al % Pe eS e ee = st > * ’v ice te, ve He : 
es ee baer a 6 Se ~~lt* “4j \ lt - - é . 4 ‘ : ! : 
2 — a = ——— See oe | eee Se Ba ; § 
Poa rd J mY e Aap al - se ee. ee : & ; a ame ‘ ay : ri 
a? ar 2 os  cermae! all aera a ~ |= nee ag a Ske , 4 , ; * 
ie : tl - he é veh Brod. eke > ‘ et a ‘ge bt : : } 
be y rs ny gh ieee — sap lha Gon ‘ : a = eae tee tae RP, on mis <a & { : . a 
ane Bi a oe ae a : . ee ety i Ea, 3 : i F, 
sls * A ‘i : é a Se Brey Pires men mays Be ~! ‘ oS ieee : te a B } p : 
cme —_— . SS cry Acie 8 7 etn Me xe * a * —— ee i= } 
ee oh = re ies, ’ a. oe Awd \ —a— S|. : : "igs Saal “= = . 4 . : 
oe ; a . dj aa = imraee \ ‘tal x (— , 2d m, 4 ; 
Arte 
ae 
on : 
Wet ey 
rg 4 
Mier 
| 7 
me ; 
ie : 
a ee . 
ey 
is es 
W!) : 
a : 
ae 
7 
+ 
; a 
B® 
ie oe 
i — ¥ a = : z ; ¥ an t eg Se test a Pie antty ye Ae > ee begat isei oe ge ; a eee 7 te Pe aig tS wipe. w aean en oF BE ccs me acl Sh Rem Bane So ira a ee | a 
a ; uF eee Be ke ee ee eee rae 2 5 


ACTION / in Touwne 


Country, appealing to a privileged income 
group, advertising by Tobias Jewells of 
Beverly Hills—at an overall cost of $6,566 
—rolled up an amazing record of traceable 
sales totalling all of $417,000. ‘‘Replies 
have come from all over the union,” writes 


Mr. Tobias, “‘and many new accounts have . 


been opened.”’ 


Pan | Cc LT ON - And where 


would you quick-sell air-conditioning? 
Even before publication in House Beautiful, 
Westinghouse’s 7-page ad on central air 
conditioning had boosted sales by 15 per 
cent —by merchandising through the trade 
that locked up prospects—pinned down sales. 


ACTION cf So it goes. 


“Never before in our 25 years of business 


THE FRENCH RIVIERA 


TOWN® COUNTRY 


have we sold so many dresses in one promo- 
tion,” writes the proprietor of a local depart- 
ment store. He wasn’t talking about retail 
advertising. He was reporting the results 
from one ad in a special interest magazine! 


ACTHI ON J The conclu- 


sion is simple. If you want action—look to 
the medium that is geared for action, sales- 
wise. Advertising dollars work hardest 
where interest is greatest. And readers of 


Hearst special interest magazines are al- 
ready sold—only need to be told! 


HEARST 
MAGAZINES 


10 keys to the specia/ interests of 10 groups of people 
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dispenser introduced by Coca-Cola | 
Co. in 1896 and Coke’s newest 
plastic dispenser are shown here. | 


Coca-Cola Sets 
Business Paper Ads 


forNew Dispenser _ 


New York, Nov. 25—Coca-Cola | 
Co. introduced last week at a press 
conference the newest of its foun- 
tain dispensers, the Selmix Re- 
gent, built with a continuous flow 
valve to give a uniformly mixed 
drink of Coke regardless of size. | 

Advertising introducing the new 
dispenser will break in business 
papers in January and run through 
March. Consumer advertising to 
promote it is expected to be 
launched in April or May. 

In the drug store field, spreads | 
will be used in American Drug- | 
gist, Central Pharmaceutical Jour-| 
nal, Drug Topics, NARD Journal, | 
Midwestern Druggist, North West- 
ern Druggist, Pacific Drug Re-| 
view, Southern Pharmaceutical 
Journal and in most state and re-| 
gional drug association publica- | 
tions. 

In the food field, back covers 
will be used in Chain Store Age, 
Diner Drive-In and Fast Food. 

In the theater field, spreads will 
be used in Box Office, Film Daily, | 
Motion Picture Exhibitor, Motion | 
Picture Herald, and Showman’s | 
Trade Review. 

McCann-Erickson is the agency. | 


s The new dispenser is the eighth 
that Coca-Cola has introduced for 
use in retail outlets since its orig-— 
inal crock syrup pump, put out in| 
1896. = 


Roderick Joins Miles Labs 


Howard F. Roderick, formerly 
head of International Minerals & 
Chemical Corp.’s phosphate chem- | 
ical division, has been appointed 
vp and director of Miles Labora-| 
tories, Elkhart, Ind., and president 
of its new chemical division. 


st he lin Heracocd” 
and “his signatufe? 


to the 
voice and vision | 
of NBC in 

South Bend - Elkhart 


call Petry today! 


WNDU-TV-—~- 


BERNIE BARTH & TOM HAMILTON 


Shine Joins C. Schmidt 

William J. Shine has been ap-| 
pointed to the new position of di- 
rector of sales and marketing of 
C. Schmidt & Sons, Philadelphia 
brewer, effective Jan. 1. He will 
assume sales responsibilities now | 
handled by John Gardiner Jr., en- 
abling Mr. Gardiner to devote more 


Boyers Joins Chime Records 
Bruce H. Boyers, formerly ad- 
vertising and sales promotion man- 
ager of General Electric Appliances 
Co., Cincinnati district, has been 
appointed national sales manager 
of Chime Record Co., Cincinnati. 
Chime is a new recording compa- 
ny formed by Mr. Boyers and two 


: |time to his duties as vp and mem-| Cincinnati associates. 
peer of the board. Mr. Shine had | 
|been director of marketing re-|Heagerty Heads Hudson 


| 
OLD AND NEW—The original crock | search at Anheuser-Busch, St. Lou- 


Lee J. Heagerty has resigned as 
vp of merchandising of Grant Ad- 


|vertising to become president of | 
Hudson Productions Ltd., Montreal, | 


which features lip-synchronization 
service for films. 


Sargent Joins C. M. Johnson 

Epes W. Sargent, formerly direc- 
tor of merchandising of Permatex 
Co., has joined C. M. Johnson & 
Associates, Bethpage, L.I., as an 
account executive. 


Stalcup Outdoor Names Ruck 


Fred A. Ruck Sr., formerly man- 
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ager of General Outdoor Advertis- 
ing Co.’s Kansas City branch, has 
been appointed exec vp and gen- 
eral manager of Stalcup Outdoor 
Advertising, Kansas City. 


Dennix Names Powerad Co. 

Dennix Industries, Flushing, 
N.Y., has appointed Powerad Co., 
New York, as (its advertising agen- 
cy. Affiliated companies are Glen- 
Spey Construction Co., Dennix 
Products Co., Jore & Co. and Cot- 
tage on the Lake. 


you clear the way today........... 


Product Engineering @ The McGraw-Hill magazine of 


Your future sales success in the $41-billion Original Equip- 
ment Market depends on how well you sell the design 
engineer today. 


Shortly, more new machinery and more new equipment 
than ever before will be in production. And it is the design 
engineer who right now is specifying the materials, com- 
ponent parts and finishes for this huge volume of new 
products. 


These key men read Product Engineering first. They do 
so because every week the OEM’s largest editorial staff 
gives them the most significant design and product devel- 
opment information first. Editorial reader studies which 
show consistently high cover-to-cover scores prove this. 


Such thorough, enthusiastic readership produces results. 
A column on the next-to-last page pulled 3046 booklet 


Published Every Monday 
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Station Supplements 
Air Fare with Real 


Pizza for Viewers 


Omana, Nov. 26—KETV, Chan- 
nel 7 here, has found a novel view- 
er lure in the snack combination 
of pizza and malted milk. 

The tv station is using “rolling 
oven” vehicles from a local drive- 
in restaurant to patrol the city’s 
streets and inquire at various 


| homes if the family is watching | plans to reach every neighborhood | count in mid-1958 (AA, June 16, | Parsons, Friedmann Adds 


Channel 7. An affirmative re-| 
sponse nets each household mem- 
ber watching an individually pack- 
aged pizza and a malted milk. 


® To top off what KEFV calls a 
“snack on 7,” the “rolling oven” 
drivers call in to KETV the 
names and addresses of snack 
winners, which are announced on 
the air the same evening. 

Eugene S. Thomas, KETV vp 
and general manager, says he} 


| 


in the city and surrounding com- | ’58). 

munities with the giveaways. # 

|Mellon Bank Names Horton 

Clark Adds IT&T Division | Josiah T. S. Horton, new head 
Darwin H. Clark Co., Los An-' of the advertising division of Mel- | 

geles, has been appointed to handle | lon National Bank & Trust Co., 

advertising, sales promotion and | | Pittsburgh, has been appointed an 


| public relations for all products of | assistant cashier. His duties include | 


the industrial products division| supervision of advertising, public 
of International Telephone & Tele- relations, sales training and mar- 
graph Co. Hixson & Jorgensen, Los | ket research. Mr. Horton joined 
|Angeles, is the previous agency, | Mellon in 1956 as assistant adver- 
having been appointed to the ac- | tising manager. 


Or you’re blocked tomorrow 


requests . . . a feature article got 3645 individual reprint 
requests — many pull over 2000 requests . . . a five-line 
mention of a circular slide rule drew over 1100 requests. * 


Total paid circulation of Product Engineering’s carefully 
screened subscribers is at a new high of over 42,000... 
renewals — the gage of satisfied readers — are increasing 


substantially. * 


To clear the way for tomorrow’s big OEM sales, you must 
get your sales message through to these decision-making 
engineers today. Make certain you reach these prime cus- 
tomers and prospects. Put Product Engineering on your 
advertising schedule now. 


*Your Product Engineering representative is ready to show you 
these and many other pertinent results in our 1959 FACT FILE. 


Design Engineering and Product Development @ 330 West 42nd Street, New York 36, N. Y. 


‘Two Accounts; Names Hawes 

| Parsons, Friedmann & Central, 
| Boston, has been appointed to han- 
| dle advertising for North-East 
Laminates Inc., Lowell, Mass., and 
| for Massachusetts Motion Picture 
| Service, Lynn. At the same time, 
Lester Hawes, formerly copy chief 
of Gabriel Stern Inc., joined the 
agency as an account executive. 


Mrs. Mary Adamson Dies 

Mrs. Mary Catherine (Kay) 
Adamson, wife of William S. 
Adamson, head of W. S. Adamson 
Associates, Salt Lake City agency, 
was killed Nov. 5 in an automobile 
accident. Her husband and two 
hitchhikers were injured in the ac- 
cident. 


Workrite Names Jack Packard 

Workrite Products Co., Glendale, 
Cal., has named Jack Packard Co., 
also of Glendale, to handle its ad- 
vertising. The company manufac- 
tures several models of portable 
electronic welders for woods and 
plastics. 


Leads the 
Rating Race 
in Market 
after Market! 


ATLANTA 


Pulse, | SERGEANT PRESTON. ... 20.0 
June, State Trooper.. eee ADS 
1988 Honeymooners. . peter 
Silent Service...............12.5 
Dan PE Seas hal 3 cance 
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1958 | Sheriff Cochise.............22.5 
Highway Patrol.............22.2 
State Trooper...............21.2 
| 
ARB, SERGEANT PRESTON... 43.8 
April, | Whirlybirds ee 
1958 | ee irer: 
Highway Patrol 29.1 
Silent Service...............13.8 
DAYTON 
Pulse, | SERGEANT PRESTON... 31.0 
May, Highway Patrol...... -— 
1958 Silent Service. ssc 
State Trooper...............27.8 
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ARS, SERGEANT PRESTON... 39. 
March, | Sea Hunt...................32.6 
1968 Sheriff of Cochise.......... 31.6 
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ARB, =| SERGEANT PRESTON... 44.4 
March, | Harbor Command.......... 43.8 
1958 | Highway Patrol.............41.9 
Sheriff of Cochise.......... 35.0 
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I INDEPENDENT 


T TELEVISION 


C corrorarion 
488 Madison Ave. - N.Y. 22+ Plaza 5-2100 
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Anderson & Cairns Forms jthat the services of Creative PR|the new company, which has of- Ki ds’ R ll f Somebody in the outdoor field 
Creative PR Inc. | will also be offered to agencies in/|fices at 145 E. 57th St., but is ex- 1 eca 0 got to wondering, mentioned it to 
Creative PR Inc., a new public|other cities with non-competitive| pected to move to new quarters somebody else who passed it along, 
relations company, has been or- | accounts. after the first of the year. so that’s how Daniel Starch & 
ganized by Anderson & Cairns,| Ralph W. Tanner, a vp and di- Outdoor Ads Tops Staff came to do a survey on the 
New York. Although a subsidiary | rector of A&C, will be president of | Rippey. Henderson Adds |! characteristics of urban children 
of the advertising agency, the new | the new company. Ashley W. Bur-| Rippey, Henderson, Bucknum & ’ remembering outdoor _ posters, 
organization has been set up as an|ner, A&C’s pr director, will be vp, |Co., Denver, has been named to Adults ° Starch which Outdoor Advertising Inc. 
independent company under the| Raymond Corder, assistant pr di-|handle advertising for the new . released last week. 
supervision of its own officers and|rector of the agency, becomes | Denver U.S. National Bank, which a! The survey found that in a 30- 
directors. It will handle the public| secretary, and Harold Lester, as-| will come into existence Jan. 1.| New York, Nov. 25—Are kids|day period eight out of ten 
relations and publicity assignments | sistant treasurer of the agency, will | The bank will be formed from a| susceptible to outdoor advertising?|urban children remembered out- 
of A&C’s clients and will seek new/be treasurer. In addition, Mr.|merger of the Denver National|Every parent knows what push-/| door posters. 
business on its own. It is expected!Cairns will be board chairman of! Bank and the U.S. National Bank.! overs youngsters are for tv. Among children five to nine 


years of age, the remembrance of 
outdoor advertising is high, the 


‘ survey shows, ranging from eight 

y, out of ten in the five-to-six-year 

ig group to almost nine out of ten 

a. = in the nine-year-age bracket. This, 

= a sel reportedly, is slightly but not 
¢ much higher than that of the adult 


ieee | ® The study was conducted, the 


report says, “within the continuing 


dy of d d isi hich 

CHANNEL 3, NBC SACRAMENTO, CALIFORNIA is ‘becca ‘ons ‘probanitity type 
sample of all U.S. households in 

urban posting markets (2,500 pop- 


‘ ulation or more). All interviewing 
in this study was conducted in 
households containing a child or 

children between the age of five 
and nine years.” 

Reproductions in b&w of each 
poster currently appearing were 
shown, and each child was asked, 

we “Do you remember seeing this big 


sign outdoors?” Those who an- 
swered yes, were then asked, 


es 
? ® |“Are you sure you saw this one, 
. Sacramento First ARB Secret Week Report: :°.27.22 2.08" 
; name) sign?” Only those who an- 
swered yes to both questions were 


= r. 
| Using this method, 628 urban 


| children were interviewed be- 


tween February and April, ’58. # 
x e A C ” ES Goldenstein Joins Ruben 
Kenneth Goldenstein has joined 
the copy department of Ruben Ad- 
vertising Agency, Indianapolis. He 
formerly was with Thomson Ad- 
vertising, Peoria, III. 
Endevco Names Shaw Co. 
Ps Endevco Corp., Pasadena, mak- 


er of piezo accelerometers, pressure 
pickups and telemetry components, 


STATION “B” 35.8%, STATION “C” 14.1% has named shaw Co., Los Angeles, 


to handle its advertising. 


eK we ow 


@ 


Share of Audience (SECRET) Aquney Changes ts Name 
FEB. APRIL MAY OCT. NOV. DEC. FEB. MAY SEPT. FP gape 9 od gt 
‘S7 ‘s7 ‘Ss? T ‘7 ‘S7 ‘7 38 : 58 tad Feldman-Ball Advertising. 
SENATOR IS PLEASED ? = —— 
° 50 me : 
The Senator is happy that the first 2 NEW LO NDON i 
secret-week report — taken without § GEN. MDSE. SALES B 
the benefit of special programming a zs or I — 
™ or promotion — tells the same story ~— Stet 
a of overwhelming viewer preference oe =o 
rn 
for KCRA-TV. pa ~47 | 
| 
me In fact, the secret week improved 
upon results of recent known ARB CTICUT 
rating weeks: KCRA-TV has 49% | 2° edieaak tate ‘salting 
° ° P ° selli 
more viewers than Station ‘B,’ sign = =$ S ... you'll sell more of in New f& 
: 3 P rh, peo |S London. Proof? General mer- % 
on to sign off, seven days'a week. 10 ” zh? |@ chandise sales average $847 
adat” ‘ <7 % per household . . . 3rd high- 
oa est of all Connecticut cities of & 
tf 25,000-or-over population 
FLASH! October Report it. 000-o+-ove : 
Sell this 66,547 ABC City 


A R B S$ E C RET WEE K 0 oT. "58 Note: Oct. ‘57 Station “‘C’ not on full power. ’ 2 CLEA R 
Share of Audience 


wm Zone now—through its only 


rs "The Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


Sacramento ARB figures. 


Howard J. Smiley, Asst. Gen. Mgr. 
& Robert E. Kelly, Station Manager 


KCRA-TV is represented nationally by the 
SACRAMENTO, CALIFORNIA = 


EDWARD PETRY COMPANY ' 


who will be glad to furnish further information 
on availabilities and the Secret Survey. 


AFFILIATE 
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The fascinating places, people, customs of the whole wide world The clothes people wear —living fashions everywhere 


Holidays exciting editorial page 


The pleasures of fine food 
and drink, of famous restaurants 


cee | 


The world of ideas—art, 
architecture, books, music, theater 


Fun and frolic in the great outdoors 


—they put the buyingest people 
tn Chetr buymgest Inood/ 


A CURTIS MAGAZINE 


ray 


OUn Anne an Onamen 


Holiday is for the inquisitive, the eager, the enthusiastic . . . families 
who want to live life to the full (and have the income to afford it). 
Every month Holiday brings 875,000 of these spirited families an 
exciting new look at today’s fascinating world — its people, places, 
pleasures. Through the sensitive eyes and perception of great writers 
and photographers, Holiday readers see, feel, understand and enjoy 


Fo ODER RE Om ORM Ree Oe 


"0 AMER An wom amr 


+ FORR™ LOOK AT eee 


q this whole wonderful world with new appreciation. Their imagina- 
: tions tingle, their feet grow restless, their horizons broaden. : 
y This is the Holiday Mood —an expansive, receptive frame of mind 
4 “li that is opening purses for a growing host of Holiday advertisers. 
oh re > 4 Are you among them? Doesn’t your product or service fit into this 


: stimulating atmosphere of more rewarding living? 
‘ Outstanding word-and-picture 


portraits of significant people 


There's a rewarding new world for you in HOLIDAY! 
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D'Arcy Names Two rector with Herbert-Robinson. | Fisher Scientific to F&S&R 
D’Arey Advertising Co., St. | Fisher Scientific Co., Pittsburgh, 

Louis, has appointed Garth Salis- Maine Broadcasters Elect manufacturer-distributor of lab- 

bury assistant print media manag-| Don Powers, radio manager of|°ratory appliances and reagent 


er and Richard L. Raisler an art|the Maine Broadcasting System, | Chemicals, will move its advertis- | 
director. Mr. Salisbury, formerly| Portland, has been elected presi- | ing and promotion Jan. 1 from 
J 


ad manager of Bemis Bro. Bag Co.,| dent of the Maine Assn. of Broad- | Smith, Taylor & Jenkins, Pitte- 
succeeds Norman J. Engelbrecht,|casters. Other officers are Elby| burgh, to the Pittsburgh office o 
now assistant to the manager of the| Stevens, WFST, Caribou, vp, and} Fuller & Smith & Ross. 

field marketing department. Mr.| Norman Gallant, WFAU, Augusta, 

Raisler previously was an art di-| reelected secretary-treasurer. ag oy Fen y ecnany PH 
itising Agency, Miami, has been 
appointed to handle advertising 
for King’s cruising-racing yacht, 
imported from Sweden by Swedish 
Boating Inc., Georgetown, Md. The 


i . ; its é t : Pes « ok : aa | country three years. 
y Pare... os sigs Spitzer to RCA Ad Post 
Material Handling Engineering — 


Distributors, has been appointed 
advertising and sales promotion 
manager of RCA Victor Distribu- 
ting Corp., Chicago. 


Norman Spitzer, formerly ad! 
and sales promotion manager of, 
the Chicago division of Admiral | 


yacht has been available in this) 


Dhnloe goes south with Peck & Peek 


INTEGRAL TIE-IN—This b&w spread in the December Charm for Peck & 
Peck and Dodge cars “differs from traditional automobile coopera- 
tive ads in that the selling features of both the car and the clothes 
are prominently displayed in copy and photography.” Retail tie-ins 
are slated for the windows of all 55 Peck & Peck stores and the 
showrooms of more than 150 Dodge dealers located in store cities. 
Cc. J. LaRoche & Co., New York, 


| the Peck & Peck agency, prepared 
| the ad. 


Look for Room with 
Radio, Travelers to 
Be Urged by Stations 


WASHINGTON, Nov. 25—The Na- 
|tional Assn. of Broadcasters has 
‘launched a nationwide campaign 
to urge the traveling public to 
“look for a room with a radio.” 
The nation’s 3,900 radio stations 
are being provided with promo- 
tional material about the advan- 
tages of radio-equipped hotels and 
motels and will promote these ad- 
|vantages mainly on their own 
| facilities. 
| Planner of the campaign is a 
| special NAB subcommittee includ- 
ing Jerome Sill, WFPG, Atlantic 
City; Jack Younts, WEEB, South- 
ern Pines, N. C., and F. C. Sowell, 
WLAC, Nashville, Tenn. Mr. So- 
well is also chairman of NAB’s 


jam radio committee. # 


Leonard Succeeds Lambert, 
Who Retired at Gillette 

| Albert Leonard, a member of 
|the advertising staff of Gillette 
|Safety Razor Co., Boston, has been 
|mamed assistant advertising man- 
ager of the company, succeeding 
John Lambert, who has retired 
after nearly 40 years with Gillette. 


Flaherty Joins Lever 

Patrick J. Flaherty, formerly 
with Grant Advertising, has joined 
Lever Bros., New York, as a brand 
publicity manager in the public re- 
lations division. 


‘Swaybill Joins Zam & Kirshner 

Gerald Swaybill, formerly with 
Wilson, Haight, Welch & Grover, 
|has joined Zam & Kirshner Co., 
New York, as assistant creative di- 
rector. 


| 
| 
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EVERYDAY HOLIDAY Livinc. Some 40 advertisers 
of quality home products meet many of their 

best customers in Holiday-—men and women with the 
taste, talent and income to enjoy better living. 


DISCRIMINATING TASTE. Holiday’s 
families have a flair for entertaining, 
know and serve the best. Good reason 
for the array of great names in foods 
and beverages on Holiday's advertis- 
ing pages. 


MOBILE MINDS. People who are on the go, at home or away, 
naturally own a lot of cars. 26 of the world’s top cars, 
domestic and foreign, are currently advertised in Holiday. 


Holidays eager audience 


WHAT TO WEAR WHERE. For people who 
go places smartly dressed, Holiday is the 
magazine of fashionable fun, Its advertising 
pages display scores of the best brands in 
men’s and women’s wear. 


== 


There's a rewarding new world for you in 


FOOT-LOOSE. There's nothing like Holiday 

to satisfy its readers’ eagerness to enjoy 
today’s whole exciting world—no other 
magazine carries so much advertising per issue 
on travel... land, air, sea carriers; 
destinations; accommodations. 


PERSONAL Luxuries. Holiday’s handsome pages 
are a superb showcase of jewelry, cosmetics, leather goods 
and all the products that add a touch of luxury to Holiday living. 


—they’re the buyingest people 
tn ther buymgest mood 


A CURTIS MAGAZINE 

Holiday’s 875,000 reader families are well-heeled people who can’t sit still. 
They’re eager to try new things, test new pleasures, tangle with new 
thoughts. And Holiday meets them halfway with appetite-whetting 
words and pictures that stimulate their enthusiasms. For 
advertisers, this produces a rare combination of choice prospects 

in a remarkably receptive mood. That is why, right from the start, 
Holiday’s advertising growth has been high, wide and handsome: 
From 432 advertisers investing $836,000 in 1946 to more than 1200 spending 
$8,700,000 in ’58 . . . Selling everything from travel, cars and clothes 

to food, drink and home furnishings ... And Holiday has become a 
showcase for the most alluring ads the business produces — advertisers 
seem proudest of their products when they’re presented on 

Holiday’s handsome pages. Isn’t it time Holiday’s eager audience 

was seeing your advertising in Holiday? 


HOLIDAY! 
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Blaw-Knox Names Kelly 


James A. Kelly has been named| ment division, Buffalo, N.Y., and 
manager of sales promotion of|dairy equipment division, Mora, 


|Blaw-Knox Co.’s Buflovak equip-, Minn. He has been with the com- 


pany since 1950, and in 1956 was 
named manager of advertising of 
the dairy equipment division. 


Mass. Lite Sets Drive 

The 1958-59 advertising program 
of the Massachusetts Mutual Life 
Insurance Co. will again feature 
page units, illustrated by Norman 
Rockwell, in Fortune, Newsweek, | 
The Saturday Evening Post and 
Time. J. Walter Thompson Co. is 
the agency. 


Luncheon Is Served Moves 
Luncheon Is Served, a demon- 
stration-sampling program operat- 
ing in 29 marketing areas, has 
moved its main office in Media, Pa., 
to 10 South Ave. 
WYDE Appoints De Tchon 
Robert S. De Tchon, formerly | 
sales manager of WHK and WJMO, 
Cleveland, has joined WYDE, Bir- | 
|mingham, Ala., as sales manager. | 


HOLIDAY COOKiES—Atlantis Sales Corp. (French’s spices) and F. E. 
Funsten Co. (Funsten’s nuts) are joining this year in the butter 
cookie promotion sponsored jointly for the past five years by Pills- 
bury Co. and the American Dairy Assn. Color spreads plus four 
“dutch door” half-pages will run in Better Homes & Gardens and 


b g3 a -> 


CIRCULATION: Bigger and better! 
LINAGE: Up, up, up! 


RESULTS: Sensational! So say those adver- 

| tisers who make careful check 
of returns from this great new 
paper, the largest Ohio daily 
outside of Cleveland! 


THE CINCINNATI POST and TIMES-STAR 


ROBERT K. CHANDLER, Manager, General Advertising 
Represented by the General Advertising Department, SCRIPPS-HOWARD Newspapers 


ANSWERS 


1 — 58 million copies—an all-time high! 
2— Currently at 265,831. (Audit Bureau of Circulations— 


9/30/58). 
3 — 3.3 billion. More than in all other media combined. 
4 — $256.50 for paper alone . . . almost 2 tons of newsprint 


or a single page each day. Paper cost of a 60-page news- 
paper amounts to $7,695 per day. 


5 — Virtually no change. Newspaper circulation is constant 
—not seasonal. 


6 — 210,304. 
7 — Advertising, according to Bureau of Advertising. 


8 — 135 columns. Compared to 112 columns average in each 
of the former evening papers. 


9—In ABC 19 county area, 255,791. 
10 — Over 100 million people—age 12 and over. 


13 — Approximately 875,000 people have the opportunity to 
see your ad each day. 


12 — Newspapers. 
13 — 87%, after elimination of duplication. 
14— No. Actually the cost of newsprint alone in a 60-page 


newspaper approximates 6¢ per copy. This does not 
include ink, wages, rent, etc. 


15 — Because, as indicated above, this new medium has the 
power and energy to produce. 


Ladies’ Home Journal in Decem- 
ber with supporting color spreads 
lin Family Weekly, Parade, This 
Week Magazine and independent 
supplements. Newspapers and tv 
will also be used. Campbell-Mi- 
|thun, Minneapolis, is the coordi- 
nating agency. 


N.Y. Area Newsstands 
Get Magazines on 


Time—Just Barely 


NEw York, Nov. 25—Select Mag- 
azines Inc., which has been forced 
to drop plans for mail delivery of 
some of the magazines it distrib- 
utes, almost didn’t get its maga- 
zines to newsstands in this area in 
|time for on sale dates because of 
}union protests. 

A week ago, the magazine distrib- 
| utor, whose clients include Time, 
|Life, Sports Illustrated, Reader’s 
Digest and McCall’s, notified re- 
tailers in the territory serviced by 
Rockaway News Co. that it was 
|discontinuing its contact with the 
local distributor. This was followed 
| by a release from National Maga- 
|zine Service, co-owned by Select, 
|to the affected dealers stating that 
|delivery would be made by mail 
in Nassau and Suffolk Counties 
jand parts of Queens that were 
|serviced by Rockaway News. 


s At this point the Newspaper & 
|Mail Deliverers Union of New York 
City & Vicinity instructed its con- 
tractors not to handle Select’s mag- 
azines. The independent union 
which services all newsstands 
within a 50-60 mile radius of New 
York City also made plans to ex- 
tend the ban to Chicago, Los An- 
geles and other areas. Union pres- 
ident Sam Feldman explained that 
26 men were laid off because of 
the Rockaway News cancelation, 
none of whom would be rehired 
by any other distributor if SM 
switched to mail delivery. 

After consultation, Select an- 
nounced that it had hired Periodi- 
cal Distributors of Greater New 
York Inc. to service the former 
|Rockaway News territory. News- 
stand deliveries in the area serv- 
iced by the union had been held 
up, but finally got under way and 
it was expected that all schedules 
would be met. = 


Hays Agency Moves 

Following a fire, Hays Adver- 
tising Agency, Burlington, Vt., has 
moved to new quarters at 30 Elm- 
wood Ave. 


- BO YOU WANT THE ACCOUNT? 
... Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 
in '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 
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APPLIANCES. Holiday stimulates people 
with a flair for living. They're eager to see, 
buy, enjoy the products that shorten 

work hours, leave more time for pleasure. 


(below, at Carson Pirie Scott, Chicago) 


(above, at Shillito’s, Cincinnati) 


HOME FURNISHINGS. 

Holiday families are people 
who take pride in their homes. 
They look for fine furnishings 
that reflect this pride. 

The Holiday atmosphere 

is a luxurious setting 

for quality merchandise. 


Holiday 


(above, at Bullock's, Los Angeles) 


RADIOS, PHONOGRAPHS, RECORDS. 
Holiday means pleasure—the perfect 
climate for leisure-time products. And 
Holiday’s appeal is to the whole family— 
men, women, young people all read 
Holiday and shop for products 

they see on its advertising pages. 


Retailers call Holiday tie-ins “the most 
natural promotions.” Without distorting 
store personality, the Holiday atmos- 
phere lends excitement to just about 
every product with a price tag meaning 
quality — everything from hi-fi to high 
fashions, outerwear to chinaware. So fine 
stores in America’s key markets tie in 
with Holiday again and again — over 
1,100 store-wide or division-wide Holiday 
events in the past six years! This rous- 


FASHION SHOWS. Holiday’s musical fashion shows win applause 
from both sides of the counter. “It’s a fresh approach to fashion that certainly 
puts customers in a carefree buying mood,” says Burdine’s of Miami. 


abulous store promotions 


(below, at R. H. Stearns, Boston) 
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WOMEN’S WEAR. 
Holiday’s aura of 
glamour and sophistication 
appeals to smart women. 
According to Stix, Baer & 
Fuller Co., St. Louis, 
“Merchandise is more 
salable when it’s 
surrounded by the 
atmosphere 

Holiday creates.” 


(below, at Broadstreet's, Chicago) 


-they excite the buyingest people 
tn their buymgert mood / 


ing Chargaplate success comes as no sur- 
prise to advertisers. They know Holiday 
attracts eager people and fans their en- 
thusiasm — in the stores, in their homes. 
Our 875,000 reader families have hearty 
appetites for new pleasures, new prod- 
ucts — and nothing satisfies them like 
Holiday. They have the income, the urge 
to buy — Holiday supplies the urgency. 
Shouldn’t your product be enjoying all the 
advantages of ‘‘Advertised in Holiday”? 


Theres a rewarding new world for you in HOLIDAY! 


(above, at The White House, San Francisco) 


men’s wear. Holiday 
readers go places and do 
things smartly dressed. 

Says Julius Garfinckel & Co., 
of Washington, D. C., 

“It's a fashionable magazine, 
which helps us create 

an ideal atmosphere for 
selling better merchandise.” 


A CURTIS MAGAZINE 
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16.2% of all passenger cars 


in the U.S. are registered 
in the giant 


market 


saturated by 


Family 
Weekly 


with 


It takes 88,804,040 gallons 

of gasoline to put just ten gallons 

in each of the passenger cars operated in 

m FAMILY WEEKLY’s giant 
fy 550-county coverage area* 


i. Family | ramily 
z Wee Y “a -7 yy Weekly” _piwockitrimes 


LEONARD 8S. DAVIDOW 
PUBLISHER 
153 North Michigan Avenue 
Chicago 1, Illinois 


NEW YORK 22: 405 Park Avenue 
DETROIT 2: 3-223 General Motors Bidg. 


*There are seep een in the ee where CLEVELAND 15: 604 Hanna Building 
FAMILY WEEKLY offers © or more family cover- ; : 
age, and where it averages over 60%. In its 176 ee —_— Came of 
—— FAMILY sea reaches an average of over SAN FRANCISCO 4: Blancherd 
out of ten families! : Blanchard- 
f j Nichols, Assoc., 33 Post Street 


LOS ANGELES 5: Blanchard-Nichols, 
Assoc., 633 South Westmoreland Avenue 


World’s largest retail market 
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§ 88,804,040 gallons 


Assembled for sales. That’s the story of the 176 pros- 
perous markets carefully selected for saturation cov- 
erage by FAMILY WEEKLY through influential local 
newspapers that carry it. 

FAMILY WEEKLY’s carefully engineered coverage pattern 
delivers unique sales power as a prime mover of prod- 
ucts for family use. 

Automobiles, for example: In FAMILY WEEKLY markets, 
people live within easy driving distance of their jobs, 
their friends, their shopping. Parking space is plentiful 
and inexpensive. Everyone has more time, more reason 
to drive more often. 


The 8,880,404 passenger cars in the FAMILY WEEKLY 
market represent an average of 116.5 cars for each 100 
households. One out of every six families owns two or 
more. In addition, there are more than 1% million 
trucks. It takes over 51 million tires to keep this giant 
fleet of cars and trucks on the move. 


FAMILY WEEKLY’s 4,446,482 circulation is a powerful 
influence on $29.8 billion in retail purchases. It com- 
bines the colorful sales atmosphere of fine colorgravure 
with the impact of the family newspaper to deliver a 
sales thrust unequaled for performance in its vast cov- 
erage area. As the Sunday magazine of the local news- 
paper that your dealers read and advertise in, FAMILY 
WEEKLY gets their attention and support in 176 key 
markets. They know it reaches all their best customers 
and prospects. 


More and more, top advertisers are using Sunday mag- 
azines for full, economical and effective national cov- 
erage. Your FAMILY WEEKLY representative has new 
data to show how you get it better when you get a 
fast start with the 176 markets saturated by FAMILY 
WEEKLY. Call him today for up-to-date market-by- 
market information. 
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Merchandising Ideas 


ePlayboy, 
Chicago, has 
Trade Ads launched a 
unique program 
of merchandising for its men’s shoe 
and apparel advertisers—what it 
or days instead of weeks, calls “consumer advertising with 

| built-in trade exposure.” For each 
Screen Process can do it. full page of advertising, a Playboy 

| shoe or apparel advertiser will re- 


Put Punch in Point-of-Purchase ceive a free page of advertising 
| in Men’s Wear or Boot & Shoe Re- 
|eorder, whichever is applicable. 


Gives Free 


When it’s hours instead of days, 


New offset press cuts costs for 
many publishers and agencies 
vides the perfect answer for those 


“problem” jobs that are too long 


for sheet-fed presses and too short for 
rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
—page size 8'¢ x 11 or multiples—up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing—currently 
printing program sections of five editions of 
TV Guipe Macazine. 


Big new web-fed offset press pro- 


Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 


wf fo 


fy. 
GQ HENRY WURST, Inc. 


550 INDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 


The free trade ads may be run in| 
advance of the Playboy ad, and| 
fractional units of advertising in 
Playboy will be totaled in deter- 
mining the page allowance of the 
ads, A. C. Spectorsky, Playboy’s 
associate publisher and advertis- 
ing director, said. Advertisers may 
use the March, April, May, June, 
July or August issues of Playboy. 

A format for the trade ads has 
been set up by Playboy which pro- 
vides space for product advertising 
in addition to the ad trade mes- 
sage. Advertisers or their agencies 
will prepare the trade ad material, 
adhering to the Playboy-designed 
format..Standard merchandising 
aids, such as tags, reprints and 
point of sale pieces, will be avail- 
able at cost. Mr. Spectorsky said 
Playboy’s ad rates will not be in- 
creased to cover the cost of the 
program. Although limited initial- 
ly to the apparel field, the new 
merchandising program is being 
considered for other areas, Mr. 
Spectorsky said. 


e Portraits of 
Yankee Stars New York Yan- 
on Bottle Caps kee baseball stars 

are appearing on 
the crowns of Yoo-Hoo chocolate 
drink in New York, precipitating 
a new collection fad among young- 
sters. Produced by Crown Cork & 
Seal Co., Philadelphia, the crowns 


markets in Houston, estimates the 
promotion increased business in the 
markets by about 10%. To get 
the free tickets, shoppers were re- 
quired to present cash register 
tapes totaling $15 to a store official 


reserve tickets, so that a family of 
four, buying about $15 worth of 
groceries a week, could accumulate 
tickets for the whole family during 
the month-long promotion. The 
first two performances of the cir- 
cus, held in November, were sell- 
outs—purchased by the Minimax 
chain for the store customers. An 
elephant paraded around the arena 
with a sign promoting Minimax. 
Kids who entered the zoo in the 
annex next door saw a high head- 


are yellow with brown halftone 
portraits of the players and copy 
that reads: “Me 
for Yoo-Hoo” 
and the player’s 
name. Yogi Ber- 
ra, Yankee catch- 
er, is a principal 
stockholder in the 
company and 
naturally is one 
of the stars whose picture appears 
on the crowns. 


eA chain of 
Houston Chain Texas grocery 
Gives Tickets stores bought out 

two performanc- 
es of the Shrine Circus, playing 
annually in Houston, and gave 
away 19,000 tickets to patrons of 
its markets in a promotion to in- 
|crease store traffic. Officials of 
Schuhmacher Co., wholesaler 
|which franchises the 17 Minimax 


lined “Minimax Wild Animal Won- 


| performances during the circus 
run, a Minimax store manager 
|drew a program stub number to 
award 25,000 trading stamps to the 
| holder. 


A concentrated local ad cam-| 


paign, using newspapers, radio, tv, 
|street banners and store posters, 
was handled by Ritchie Advertis- 
ing Agency. During the first week 


| of the promotion each store used 


managers mounted tie-in adver- 
tising alongside such items as Cir- 
cus peanuts and for the chain’s 
S&H trading stamps. 


e To stimulate 
VW Dealers = showroom traffic, 
the Volkswagon 


in Grid Push 
dealers of South- 


|ern California are presenting, free 


at any of the 17 Minimax super- | 
markets. Families were allowed to | 


derland.” And at each of the 17) 


| 10,000 bag stuffers explaining the | 
free ticket offer, and some store} 


Roanoke Virg 


THE ROANOKE TIMES and THE 


ROANOKE WORLD NEWS are the 
only newspapers that cover the third largest pri- 
mary newspaper market in Virginia. There are 
552,000 people in this rich Roanoke and West- 


central 16-county area of 7,516 square miles. 


Nearly Half-Billion-Dollar Market 


ie 
—e NO cay | tt 
* Serves 16 counties : agg 
° * Completely isolated 6% Sea 
*e ¢ Ideal Test Market market request. 
" 
o 
4 Spot Color 
is available 


National Representa 


SAWYER — FERGUSON — WALK 


The ONLY newspapers that reach daily this 


market of over ONE-HALF-MILLION 
PEOPLE, are The Roanoke Times and The 
Roanoke World News. Detailed facts on 


and completely independent 


tives 


ER CO. 


ane 


PACHYDERM PRO- 
MOTION — T his 
elephant put in a 
personal appear- 
ance at one of the 
Minimax super- 
markets in Hous- 
ton to promote 
the Shrine Cir- 
cus. The Mini- 
max chain gave 
away free circus 
tickets with $15 
grocery pur- 
chases. 


| to visitors, the 1958 “Pro Football 
| Book,” published by Petersen Pub- 
| lishing Co., which sells for 50¢ on 
| newsstands. More than 3,570 copies 
| were distributed in the first two 
weeks of the promotion. The offer 
is being promoted in tags on com- 
mercials during Los Angeles Rams 
pro football telecasts on KNXT, Los 
Angeles, which are sponsored by 
the dealer group. Compton Adver- 
tising is the agency. 


e The popularity 
Cherry Group of Cherries Jubi- 
Sheds Light lee as a festive, 

flaming dessert 
inspired a decorous promotion 
piece for the Cherry Growers & 
Industries Foundation, Yakima, 
Wash. The foundation has been 
distributing in the food service 
field jumbo red matchbooks with 
|the following inscription on the 
cover: “These matches to be used 
only for lighting Cherries Jubilee.” 
|Along with 11 3%” long matches 


FOR CHERRIES JUBILEE ONLY—Cherry 

Growers & Industries Foundation 

is using jumbo red matchbooks to 

promote cherries to the food serv- 
ice field. 


| inside are two quantity recipes for 
| Cherries Jubilee, one for the flam- 
ing cherry dessert and the other 
for a topping, not flamed, which is 
easy to serve in any type of food 
operation. Pacific National Adver- 
| tising Agency assisted the founda- 
tion in the promotion. 


e “What's the 
‘What's Idea?’ IDea?”, a book 
about IDs, has 


Describes IDs 
been published 


| by WCIA, Champaign, II., tv sta- 
| tion. Answering the question posed 
by the title, the booklet points out 
| that it is impossible to say every- 
| thing in an ID. Purpose of the ID, 
the booklet explains, is to sell a 
single idea, not to “cram so many 
facts into the allotted time that the 
viewer suffers from audio indiges- 
tion.” Two types of 10-second ID 
| spots are described and illustrated 
with examples prepared for the 
Eisner food chain. WCIA stresses 
that the ID spot can be “a success- 
ful sales tool for any type of busi- 
ness.” 


e As an aid to 
housewives, Sef- 
ton Fibre Can 
Co., St. Louis, a 
division of Container Corp. of 
America, is merchandising a new 
idea—the use of an opener, instead 


Sefton Boosts 
Can Opener 
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|vides the means for cleaners to| Lawrence G. Chait & Co. created 
obtain large volume necktie busi- | the booklet. 

ness “to substantially increase 


profits and eliminate losses and | FTC Hits Norkon Ad Claims 


Lestoil Otters Doll Premiums bridge, Mass. Lloyd Advertising 

Lestoil Inc. will start offering |is the previous agency of record. 
32 dolls of all lands for $1 plus| 
'a Lestoil label for each doll in a| 


Dm 


CAN OPENER—Sefton Fibre Can Co. 

is merchandising a new idea for a| 

safe, speedy way to open frozen 

fruit cans with this can and metal 
opener. 


confusion caused by costly in-plant | ; eee 
handling and delivery of less prof- The Federal Trade Commission 
Rabie email orders.” |has called on Norkon Pharmacal 


Inc., New York, to stop claiming 
in its ads that its Norkon Tablets 
|have benefit beyond temporary re- 
\lief from minor aches and pains. 
| FTC examiner Robert L. Piper said | 


. that the tablets, advertised as “a 
werk, recently changed their tele- | Vonderful new kind of medicine | 


hone sumber t WOrth 6-5000, | tor awful pains of arthritis, rheu- 


company officials sought a differ- | atism, lumbago and neuritis,” are 
ent way to announce the news to| no better aon ordinary aspirin. | 
customers and contacts. The result: | Mee ; 


e When New Era 
Phone Change Letter Co. and 
Told in Book New Era Litho- 
graph Co., New 


=A mailing of 10,000 copies of a/ 


booklet, “There’s a New Number| WNHC-TV Boosts Maschmeier 

on New Era’s Switchboard.” Fea-| Howard W. Maschmeier, for-| 
turing a pert switchboard operator | merly assistant general manager of 
smiling at the reader through a|WNHC-TV, New Haven, Conn.,| 
die-cut cover, the booklet describes|has been promoted to general} 
how the letter shop and the litho-| manager, succeeding Edward D. | 


|graph plant are “ready to serve | Taddei, who has resigned to assume 


of a knife, to remove the tops of | 
frozen fruit cans. The company | 
sent sample cans, with specially 
designed label, to women’s food 
and home-making editors through- 
out the country along with a metal 
opener of the type used to punc- | 
ture beverage cans. A three-color | 
insert explained the new method, 
which, Sefton says, avoids squirt- 
ing juice and the danger of using 
a knife. Sefton is backing the idea 
at the retail level with dealer dem- 
onstrations and special displays. 


e A new sales) 
Nashua Offers promotion kit of 
Tie Envelopes window, counter, 

in-store and de- 
livery truck streamers for dry | 
cleaners to encourage volume | 
necktie cleaning sales is being of- | 
fered by the Surehold division, | 
Nashua Corp., Nashua, N.H., sup- | 
plier to the laundry and cleaning | 
trades. The kit is free with pur-| 
chase of Nashua’s Pro-Tek-Tie en- | 
velope, a line of protective necktie | 
envelopes designed for low-cost | 
packaging of neckwear in cleaning | 
establishments. The necktie envel- 
ope is made so that it may be at- 


RE-MEW YOUR THES ! 
$ i 


PRO-TEK-TIE KIT—These pieces are 
included in a sales promotion kit | 
for dry cleaners who purchase | 
Nashua Corp.’s Pro-Tek-Tie enve- | 

lopes. 


tached to a clothing hanger or re- | 
turned in a flat package. Nashua | 
says the big advantage of its Pro-| 
Tek-Tie envelopes and free sales 


promotion materials is that it pro- 


| LOOK INTO 
NEWJERSEY: 


you in the same old wonderful | control of WHCT-TV, Hartford. 
way.” Photographs of the various} WNHC-TV is a property of Tri-| 
departments in action illustrate | angle Publications’ radio and tv| 


descriptions of the departments. | division. 


| promotion starting Dec. 1. Tv spots 


» WESTERN HORSEMAN 


and point of purchase materials | 
back the promotion. 


Bresnick Adds Hyde Shoe 

Bresnick Co., Boston, has been | 
appointed to handle advertising 
for Hyde Athletic Shoe Co., Cam- | 


149 Advertising 
Agencies Placed 
167 National Accounts 
in Last 16 Issues of 
fo) THE WESTERN HORSEMAN 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


unin i_lge  ——— 
Material Handling Engineering 


is 


EMPLOYMENT 


220,000 
200,000 


Number Employed 


160,000 


140,000 
April 


Month 


January 


DWELLING UNIT PERMITS 


Look What's 
Happening 


~~ In San Jose 


This Year! 


That's Right -1958 


Permits Issued 


Is The Biggest Yet! 


April 


Month 


So...Go Where The Growing’s Good 


San Jose 


Mercury and News 


Ask Your Ridder-Johns Representative! 


Circulation 116,006 Daily-100,830 Sunday 


(°9/30/58 Publisher’ Statement as Submitted to ABC.) 


Member Metro Sunday Comics Network 
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Call off the 
Hidden 
Persuaders! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


| 


| 
| 


It didn’t take the Hidden Persuad- | 
ers and Motivation Research boys to 
discover: THE MEMPHIS MARKET | 
IS DIFFERENT! 


And unless you know a few perti- 
nent facts, you may be missing high | 
volume sales in 40% of this great) 
and growing market! This 40% con- 
sists of the Negroes in the Memphis 
market area. 


THEY'RE SOLD ON WDIA! 


Low Negro newspaper and maga- 
zine readership and low percentage 
television ownership among Negroes 
mean that you can’t reach the Negro 
with these media. 


WDIA, only 50,000 watt station in 
the area, programs exclusively to 
Negroes. This unmatched personal 
appeal commands the Negro’s loyal, 
sales responsive listenership. He first 
listens to WDIA—then buys the} 
products advertised on his station! 
Result: WDIA literally delivers this 
market to you as a unit! 


WDIA reaches—and sells 40% of 
the Memphis market. And, there are 
1,237,686 Negroes in WDIA’s listen- 
ing pattern. The largest market of 
Negro consumers in the entire 
country! 


What's more, these Negroes spend, 
on the average, 80% of their income 
on consumer goods! And last year, 
that income added up to an over- 
whelming $616,294,100 total! 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Nielsen 
Station Index, Sunday thru 
Saturday, WDIA totaled up an 
everwhelming 52% more rating 
points than the next-ranking 
station! 


Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 
Last year, Negroes in the Memphis 


market bought 63.7% of the cooked | 
cereals sold in Memphis . . . 41.6% | 
of the bread . . . 54.5% of the de- | 
odorants . . . 48.7% of the salad 
dressing! 


WDIA’s impressive list of year- 
round national advertisers includes: 


CARNATION MILK - PURE OIL - 
BAYER ASPIRIN - LIGGETT AND 
MYERS TOBACCO COMPANY - 
NATIONAL BISCUIT COMPANY - 
WONDER BRAEAD -« WRIGLEY’S 
SPEARMINT CHEWING GUM. 


WDIA—and WDIA alone—-sells the 
Memphis Negro market. WDIA can 
wrap up this high volume market for 
you—in one neat package! 

Write us today for facts and fig- 
ures. Let us show you how WDIA can 


be a high-powered selling force for | 
you—in this big buying market! 


WDIA is represented nationally by 
John E. Pearson Company. 


Egmont Sonderling, President 
Archie S. Grinalds, Jr., Sales Manager 


Information for Advertisers 


American City and Municipal 
Magazine have prepared a media 


folder entitled “Circulation Analy- | 


sis of Publications in Five Mar- 
kets.” It shows the extent of cir- 


culation each magazine enjoys in| 


five sales areas. Copies are avail- 
able from Edgar M. Buttenheim, 
publisher, 470 Fourth Ave., New 
York 16. 


e Instruments Publishing Co., 
Pittsburgh, has new media and 
market data files for its publi- 
|cations, Instrument & Apparatus 
News and Military Systems Design. 
The files follow the NIAA rec- 
|/ommended presentation outline. 
Copies are available from James F. 


Emge, assistant to the publisher, | 


|Instruments Publishing Co., 845 


|Ridge Ave., Pittsburgh 12. 


e A. C. Nielsen Co. is offering its 
24th annual edition of “Nielsen 
Report to Retail Drug & Proprie- 
tary Stores.” Copies may be ob- 
tained by writing William A. Stek- 
elberg, manager, industry relations, 
food-drug division, A. C. Nielsen 
Co., 2101 Howard St., Chicago 45. 


e Results of a special qualitative 
study of Portland, Ore., radio lis- 
tening have been presented by 
|KEX sales manager, Robert E. 
|Rudolph, to 50 local advertising 


GROWING, 
PAINS 


ONE OF A SERIES OF RECURRENT NIGHTMARES AT 


GUILD» BASCOM > BONFIGLI-Apvernsine- 


SAN FRANCISCO , 10S ANGELES, SEATTLE , CHICAGO, NEW YORK 


JUS 


FUTURE 


T THINK, WALT... 
RE OUT THERE 
SOA eee UILDS , BASCO 


GRACE... | 


PROFESSOR 


WANT YOu 


TO GET IN TOUCH WITH 
|. TESTUM--- 


GENTLEMEN, THIS 
15 PROFESSOR 
TESTUM:= 


GIVE EVERYBODY 
IN THE SHOP AN 
APTITUDE TEST 


WHEN | SAY 
EVERYBODY { You oaeer 
1 MEAN YOUR DEAS! . 
EVERYBODY’, STOCK |\. BIG IDEM=. 
—_ ROOM ink 
G, B. 
- pom as STUF, 
Z ce 
INK 
LJ 


OF NEW YORK. 


DOG FOOD eee 


G POINT-WITH- PRIDE DEPT. 2, 


SPEAKING OF COMERS, BUZZ HODGES OUT IN OUR 
SAN FRANCISCO OFFICE HAS JUST BEEN NAMED 
OUTSTANDING- YOUNG ADVERTISING MAN OF THE YEAR 
BY THE ASSOCIATION OF ADVERTISING MEN AND WOMEN 


OF COURSE, YOU REALIZE IT6 THINGS OF THIS SORT 
GOAD ALL OF US INTO SELLING MORE AND MORE 
SKIPPY PEANUT BUTTER ,NUCOA MARGARINE , RICE 
CHEX AND WHEAT CHEX, RY-KRISP, INSTANT RALSTON, 
MOTHER'S COOKIES, FARMER JOHNS HAM 4x? BACON, 
HARRY AN DAVID'S FRUIT-OF-THE-MONTH , MARY ELLENS 
JAMS 4m? JELLIES , HEIDELBERG BEER, AND RIVAL 
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agency executives. Tape recordings 
of Mr. Rudolph’s analysis and 
copies of the survey data have been 
distributed to all Peters, Griffin, 
Woodward offices and are avail- 
able on request. 


e A 32-page special section in the 
October issue of Hardware Retail- 
er, “The New Look in Retailing,” 
has been reprinted and is offered 
free to manufacturers and adver- 
tisers on request to Bob Vereen, 
managing editor, 964 N. Pennsyl- 
| vania St., Indianapolis 4. The arti- 
cle presents an analysis of current 
distribution trend$, particularly as 
they affect the hardware industry. 


e An extract of pertinent facts 
found in a readership study of the 
May 18, 1958, issue of Iowa Farm 
& Home Register is now available. 


Copies may be obtained by writing 
| the advertising department, Iowa 
|Farm & Home Register, Des 
Moines 4. 


| @ The Iron Age, a Chilton publi- 
| cation, has completed a study cov- 

ering two subdivisions of the met- 
_alworking industry. Data on publi- 
_cation readership and on purchase 
decision patterns were obtained for 
each industry subdivision. The 
findings of the report are pre- 
sented in two volumes. One, “Met- 
alworking Executive Purchase De- 
| cision Patterns,” contains informa- 

tion about executives contributing 

to purchase decisions, their level 
|of responsibility in making deci- 
| sions and the specific roles played. 
| The other, “Metalworking Execu- 
| tive Publication Readership,” con- 

tains information relating to the 

publications used by purchase de- 

cision makers. The study was con- 
|ducted in consultation with the 
| Advertising Research Foundation. 


e “Latin American Letter” is an 
informal monthly newsletter pub- 
lished for executives interested in 
| south-of-the-border marketing by 
David A. Phillips Associates, Hum- 
|boldt 106, Vedado, La Habana, 
Cuba. Specifically written for those 
who are called upon to deliver 
| speeches or prepare material on 
foreign markets, there is no charge 
for it when requested on letter- 
head. . 


|e A 12-page statistical folder en- 
titled “The Growing Kitchen Mar- 
ket and How to Sell It” has been 
| prepared by Kitchen Business. The 
piece contains sales figures over a 
three-year period for kitchen cab- 
| inets, built-in appliances and oth- 
er residential kitchen products. 
| Growth of the market and changes 
|in distribution patterns are dis- 
cussed. Copies are available free 
of charge to manufacturers and 
agencies from the publication at 
75 W. 45th St., New York 36. 


e 50% of the nation’s 3,075 coun- 
ties produce 84.3% of the nation’s 
farm produce, measured in dollar 
value, according to a map released 
by Farm Journal. This “top-half 
county” map also demonstrates 
that the prime farming areas, in 
terms of county-by-county farm 
income, are distributed on a com- 
pletely national basis, the maga- 
zine says. Copies may be obtained 
from the research department, 
Farm Journal, Philadelphia 5. 


e Michigan Farmer has released 
“The Michigan Farm Petroleum 
Market,” a 75-page survey show- 
ing the growth in mechanization 
of Michigan farms and the result- 
ant increase in the use of petrole- 
um products. Brand preferences 
for fuel, oil and grease and the 
leading makes of tractors, trucks 
and farmer-owned automobiles, 
and facts about cooking equipment, 
water heaters and farm home 
heating are also included. Free 
copies are available from the re- 
search department, Capper-Har- 
man-Slocum, 1010 Rockwell Ave., 
Cleveland 14. Similar studies are 
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National Catholic Family Magazine 


|NAM Publishes Booklet | Pitttsburgh, has been apppointed; White Ring and other flours, and 
| “Integrated marketing is the | to handle advertising and public|/Cushman Food Co., Aiken, S. c.| 
key to profitability of corporation | relations for Majac Inc., Pitts-| producer of canned and packaged 
operations,” says a new booklet, | burgh, maker of jet pulverizers | foods distributed in South Caro- 
“What Modern Marketing Means | and air classifiers, and a subsid- | lina and Georgia. 

to Corporate Success,” published|iary of Blackstone Corp., which| 

| by the National Assn. of Manufac-| Walker also handles. Walker has| F ord Motor Boosts Armstrong 
|turers, 2 E. 48th St., New York.| promoted Edward Mucha from as- | R. T. Armstrong, formerly mer-| 
The book includes six talks made|sistant to the treasurer to con- | chandising supervisor of the trac- 
before the NAM marketing com-|troller, a new post. |tor and implement division, Ford 
mittee. The 32-page booklet is Motor Co., Birmingham, Mich., has 
available for 50¢ from NAM’s eco- | /ucker Wayne Adds Two /been named manager of the mer- 
|nomic problems department. Tucker Wayne & Co., Atlanta, chandising department. He suc- 
has been appointed to handle ad-| ceeds W. E. Butler, who resigned 
|Majac Names Walker vertising for H. C. Cole Milling|to enter tractor and implounent | 
| W. S. Walker Advertising,|Co., Chester, Ill., miller of Omega, | distributorship. MESSENGER 
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Tap this GROWING 
market by means of 
regular advertising 


FEBRUARY ISSUE CLOSES DEC. 20. 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 

28 E. Jackson Bivd., Chicago 4 

Telephone: HArrison 7-7176 
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RUB-A-DUB—Weil & Schoenfeld Fab- 

rics, New York, displays its Wash- 

omatic fabrics on a toy clothes line 

in this three-dimensional display. 

Posner Zabin Loewy Stempel, New 
York, is the agency. 


available for the Ohio and Penn- | 
sylvania farm markets for petro- 
leum. 


e 64% more younger women ap- 
ply new makeup before their 
husbands come home than do 
older women, according to a 
cosmetic and toiletry market 
study released by Redbook. The 
study, called “Redbook Maga- 
zine’s 1958 Beauty Study,” shows 
differences between younger and 
older women in their beauty care 
attitudes and buying habits. For 
additional information write Har- 
old Hutchins, cosmetic and toilet- 
ry sales manager, Redbook, 230) 
Park Ave., New York 17. 

| 


e “The Elks Market,” 12 pages 
long, highlights the characteris- 
tics of the 1,230,998 Elks Maga- 
zine audience as reported in the 
1958 Starch consumer magazine} 
report; their occupations, incomes, 
possessions and spending habits. 
For information write to the pro- 
motion manager, Elks Magazine, 
386 Fourth Ave., New York 17. 


| 
i 
| e Merchants Trade Journal has 
| prepared a state-by-state analy- 
| sis of the department store mark- 
; et as a planning guide for man-| 
ufacturers selling to department, 
dry goods and general merchan- 
dise stores. Each page has a 
statistical analysis for an indi- 
| vidual state of the total number | 
} of such stores, their total yearly 
| sales, population, and projected 
| population for 1965 and a break- | 
' down of cities by population. For | 
further information write Dorothy | 
Thomsen, associate publisher, 
Merchants Trade Journal, P. O. 
Box 1315, Des Moines. + 


Electro-Voice Launches 
‘Step up to Stereo’ Push | 
Electro-Voice Inc., Buchanan, 


ceniiehions te teaaaea cane “Dear Boss: I’m getting a new point of view here...” 


tional campaign to sell the idea 
+ of stereophonic sound generally 


Nand Electro-Voice’s stereo equip- @ Carampa! From fast lunches to lazy siestas. Just because 

} ment in particular. A key part of Finchley suggested to the boss that Consolidated Enamels 
the promotion is a 12” demonstra- cut printing costs without cutting quality. 
tion record (monaural on one side, 

+ stereo on the other) made by Elec- Here are the facts! Consolidated Enamels sometime save 
tro-Voice that dealers will give as much as 20% compared to other enamel papers of equal 
out free. quality. This lower cost results from a modern papermaking 


One phase of the ad campaign method pioneered by Consolidated that eliminates several 


ill include insertions in Audio, - . ; Sp ; : 
4 ia Fi Music at Home, Hi Fi Re- costly manufacturing steps while maintaining finest quality. } Z: ( Tee "A 
“ ‘ é <tr : : : 
fm view, High Fidelity and Radio & Work a Fincutey! Ask your Consolidated Paper Merchant 
§} TV News. A second print phase for f , - : 
41 will use Downbeat, Gentlemen's or free trial sheets. Have your printer make a comparison 
¥\ Quarterly, Playboy, The New test. Then drop the results along with a Rio travel folder ERAN et = ps halide, alae AP ERS 
+ ang ys hry a sca gland into the suggestion box. Can’t tell! pce nicer Se _ hn Aeggenacedcage be nant ein 
> 1 ase, ad . ' -* . 
ae ads wit’ Mace tan turn- Available only through your Consolidated Paper Merchant eee ee 


tables and Harman Kardon ampli- 
fiers and tuners, will use Esquire, 
House Beautiful, New York Times 
Magazine, Saturday Review and 
The New Yorker. Herbert Baker 
\ Advertising, Chicago, handles the 
} account. 
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PHOTO REVIEW 


APPLE POLISHER— 
Doris Bourgeois 
shines up a Mc- 
Intosh apple for 
Everett (Red) 
Hoyt, president of 
Charles W. Hoyt 
Co., New York, 
agency for the 
New York & 
New England 
Apple Institute. 


, (OBE Ge tees +% 


GuEst—Fran Alli- 
son (right) is 
shown with Nena 
Badenoch, na- 
tional president 
of American 
Women in Radio 
& Television, pri- 
or to her talk be- 
fore the Chicago 
AWRT chapter. 
Miss Allison 
talked about 
plans for her first 
tv variety show, 
an hour-long live 
production in 
Chicago. 


FUN TIME—Here are the principal winners at the fourth annual artists 
and models costume ball sponsored by the Art Directors Club of Bos- 
ton. They are: Most original woman’s costume—the Dragon Lady, 
worn by Mrs. Orville Bean (shown here with her husband), and de- 
signed by Mrs. Bean’s father-in-law, Earle Bean, art director of Hol- 
land Barta Co.; most original man’s costume—Great Stone Face, the 


lieber 


Lowenstein 
“MANY-SPLENDOURED STOMPERS’—This jazz combo was 
one of the highlights at the third bash staged by 
Advertising Men’s Post 209, American Legion, for 
the New York Herald Tribune Fresh Air Fund. The 
“Stompers” are Larry Lowenstein, director, special 
services, CBS-TV (on the franistan bass); Les Lie- 


Storfer 
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Janice Davis 
ber, tv editor, This Week Magazine (alto sax); Her- 
bert F. Storfer, exec vp, Parfums Corday (piano); 
Marie Janice, Cunningham & Walsh (vocalist), and 
Hal Davis, Grey Advertising Agency (accordion). 
In the foreground is Steverino, “Miss Jazz Bash” and 
“mistress of ceremonies” for the Fund benefit. 


APPROPRIATE—A Mexican donkey 
carries baskets full of Mexi-Pep, 
a pepper sauce, in this display piece 
manufactured by Continental Can 


oo a 


costume of Jacques DunLany, creative art director of John Donnelly 
& Sons; most beautiful costume—Aztec Woman, worn by Mrs. Robert 
Stephens, designed by Mr. Stephens, creative artist of John C. Dowd 
Inc., and the most original couple—Mona Lisa and Leonardo da Vinci, 
worn by Betsy and Allan Downing, creative design department of John 
Donnelly & Sons. 


Co. for B. F. Trappey’s Sons, New 

Iberia, La. The donkey is the com- 

pany’s first attempt at point of 
purchase merchandising. 


Tanner Barnhill 


NEWSPAPER MEN MEET—The convention of Southern Newspaper Publishers Assn. at Boca 
Raton got under way with the dais occupied by Millard Cope, News Messenger, Mar- 
shall, Tex., outgoing SNPA president; Tom Tanner, secretary-manager of the associa- 
tion; Sen. Spessard L. Holland (D., Fla.); James L. Knight, Miami Herald, SNPA board 


Holland Knight Patterson 


Baker Ethridge 
chairman, and Hugh B. Patterson Jr., Arkansas Gazette, SNPA treasurer. Among the 
speakers was Lester R. Barnhill of the Miami Herald, who invited the publishers to 
take a trip to Cape Canaveral where the moon rocket is being prepared. At the right 
are Lisle Baker and Mark Ethridge of the Louisville Courier-Journal & Times. 
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BURLINGTON 
EXCURSION TRAIN 


Ticket agent said Oct. 1! 
WEEKEND drew 735 when 
300 were expected for steam 
tide through 5 counties .. . 
they are planning more tours 
based on these reiults. 


en oe 
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ANTIQUES AND 
HOBBY FAIR 


WEEKEND article of Oct. 1! 


fundamental in making this 
best Fall in event's history 


according to Fair sponsors 
at hotel site. 


id 


It’s your move! 


the evidence of the pulling Power 
of Chicago Daily News WEEKEND 


Magazine is on the board... 


ARMY MISSILE 
CENTERS 


Army Public Information Of- 
fice called response “tre- 
mendous” because of Oct, 4 
WEEKEND story . . . attend- 
ance increases ranged from 
500 to 1000% 


BICYCLE 
RACE 


Event promoter said “every- 
body” mentioned the Sept. 
27 WEEKEND article . . . 
and this 50 mile race drew 
a record crowd of 50,000. 


HI-FI 
SHOW 


Annual show at Palmer House 
drew 38,284 after Sept. 20 
WEEKEND coverage... best 
attendance ever with spon- 
sors crediting WEEKEND for 


much of turnout. 


LAKE COUNTY 
CANNON SHOOT 


Sponsors said Sept. 20 WEEK- 
END responsible for drawing 
10 times as many people as 
ever before . . . publicity 
was exclusive in WEEKEND. 


: 


SANTA FE 
SPEEDWAY 


Had all-time record attend- 
ance, standing room only, fol- 
lowing coverage by Sept. 13 
WEEKEND . . . management 
cites WEEKEND as major 
factor in record. 


SEMI PRO 
FOOTBALL 


This West side event drew 
three times normal, due to 
WEEKEND coverage. Crowd 
was by far a new record, 
thanks to the Oct. 18 article. 


Ae 


ALLEY 
ART FAIR 


Following Sept. 6 WEEKEND 
coverage, more than double 
the number of spectators ex- 
pected were present. . . Fair 
spokesmen attributed record 
crowd to WEEKEND. 


WHITE PINES 
STATE PARK 


The manager said they had 
one of the biggest crowds in 
years — 14,000 — with many 
pose mentioning they came 

cause of Oct. 11 WEEK- 
END article. 


SHOPPING CENTER 
ART EXHIBIT 


More than 30,000 turned out 
for this North Side attraction 
after Sept. 6 WEEKEND 
item ... sponsors say WEEK- 
END primarily responsible for 
huge crowd. 


BRAE LOCH 
DINING ROOM 


This small country club dining 
room was mentioned in pass- 
ing in Oct. 4 WEEKEND foll 
road story. Manager said 
article caused attendance to 
double. 


Tuis conclusive evidence comes from the sponsors and managers of events 
described in the new Chicago Daily News Weekend magazine . .. the mag- 
azine with the unique editorial concept that gives more than a million and a 
quarter readers a colorful, entertaining package each Saturday with sugges- 
tions on how to get the most fun from their two days of weekend leisure. 
You can take advantage of the proven pulling power in your advertising in 


Weekend . 


Weekend’s impact in the great Chicago market. 


USE THE POWER OF “CHICAGO 
DAILY NEWS WEEKEND MAGAZINE” 


. see your Daily News representative to learn more about 


A tal Sas : haces Sa are ee ges $i, ah x a he % es “et pea met ist «he says * Par dias Bae ie 
Se ee role en i Fa oe Gs a ig baat bs na St Fie a ee ( E Bs As e Bog ee ee ena S 5 Pee Bites Ae 
ra une Nh a a ‘ot 5 Fa eee ee é F ra eae Fe ee “a SS fore DR 
ee eee oe _ ee at ey ae ay i<eoe a Ew SCS: 
—— ss ross: — ie” eee: aa , ; i : eg 5 Sea Fe a ees q : > iar : i 9, oS * abi Sail 
| 
| Pa i 
} "\ = “ 
| € 
. | | 
i VF — ; ” 
$ [  .- i 
! f vag 
tt ; « oe 
‘i . i 
. at 
iy ‘ ee 
*j 4 lhc $4 
_ . . ° a ce 
a te 5 
{ oe 
ie 
| ‘ x 
a ~~ >» 
} - 
, » ; 
. ——— - 
\ 
Po 
Re eg ae R BS hig spb See SOR a ee on gas ai Sas a aca ; Z 
oS RES: GR Bee me 300 tama a: oecaamaamm & 
Pere se ake At Bhs. <. g ‘3 aa 3 ~ 5 % Fs pa es 
i i % S a3 ae 
| . 4 || ae 
i # t. Hite! 
‘ / % : ef, 
. a eee 
s im Mr 
<2 a . a - 
“6 we ‘ & t o> 
: ee i : Sx 
ee i Fe 2 a3 
: 5 we ae Be: 
is eet a : j ae ee eS 
3 : ie, | ‘ Ses Be > Pe ae 2 as aut 
spear: re aan, —_— , * 
oe Pa iad ¥ < SAN: 
u * $ ae ' we 
f ¥ a : Es i 
a 2s i: ea 
ae. * <7 . Eva aa! 
; 4 : Shae 
: P oe = 
¢ “4 a 
5 : s* HEN a 
2 “4 a ; 
Pe aeae * a a Pace 
Rag Bs: : oe a 
ae og 4 pod jj 
a ee 
a x 4 = os 
} zg Le “4 | 5 
’ E Sl a s s “ 
i 2 & a s bedi 
a 4 ee oe a z ae ps ede ue 
, : ; ’ 2 pape 
; . 
Phy 
} 
5 : 4 
‘6 a tute 
es : ie 
} Sina 
te ; oaBAe’ 
af pugs 
me ae Se 
Nee 
ja . % ii 
i e 
7 ae adie 
| 1 = ai 
+! x Ba 
¥ Bi ss 
a As te 
| e oe 
i s e 
per? 
i 
f 
k x seers 
4 
7 
VA on ‘gules 
os te 
aad 
a 
ty a 
q 4 >? 
«) - 4 - 
’ ‘ ; ; Pp a 
ae a 
a 2 we coe okt 
4 TE ee eee 
é a - ax on 4 io 8 
\ ee are ae ee ame 
\ i ee ee s i 5 
{ ' ee ne oy en 
te siee a ig gi 
ero lees. ead eae air ash 
Shae Il r me 
/ Woe ; + 4 
ee OS Oe ae 
; wea Goat . 
a en a4 
~~ | a A? 
i = , i 
ng : pe ‘ 
% aes 
2 oad 
pee te . Ov es 
ee Se 
< a , a 
i . 
cS . ae 
: Pee 
* asa & . a 
et a ¥ ‘ “idan 
ki s % f am 
3 : =: a x 
ge. er * 
y = a Bi ? 
« a —— 7 
eS Ese, r 
- ae a) 
, ee ook Pe So ae by 
4 Roe tee a, f by 
Bess Sa 5 
a r ae 
S a a 
& va r 
a 4 
| ees ie : 
‘ 4 an : 
ae ae ; 
? Es s fe, Be ae * 
} , , 4 oe Me BS 55> 
: : ; , . ae 
7 y, . 4 fe 
1 ‘ f . ; Sy she 
is r 3 : Z aM «a ‘ ve 
" i E i ee ae 
yas 
q see 
os, 
rae 
Po ucs ? —— : 
Suh eS PRES ah aa a tl ANT aia ag % oa i ele ni ae, Oe eae ee Oa, ee 0 OR EW te 2r crea hie Malte ee apriey  pe ot ‘bes baa ta one ie SN A re - : = ce es oA fe 
eens 2 een ana eas st SS gern pees Oe SE ey ere RS cg eee te ea am girs 
er Be ae ee ROE RES Ta Coe nie 9 go Zieh, Sime alge alge rota aS 


= 
4 


are = c 
1 Abin 


oe 


4 


ss 


: oe. 


sae ean * © 4 cae 
: Tiosegd tas 


IT PAYS TO CALL IN A BUSINESS SUIT 
WHEN YOU CALL ON A BUSINESSMAN 
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Peak, - us 


Getting your message right on the executive’s desk is not 
so tough a problem if you put your advertising in a business 
suit. Reading some magazines on the job is soldiering on 


company time... but have you noticed how often Business 
YOU ADVERTISE IN 
BUSINESS WEEK 
WHEN YOU 

WANT TO INFLUENCE 
MANAGEMENT MEN 


Week is right in there at work in business? Why is this? 
Because no other general-business or news magazine car- 
ries so much business information — including the adver- 
tised kind —as Business Week. A McGraw-Hill Magazine. 
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Ad Managers Should | New General Mills Item Bows 


Leave Creativity to 
Agency, Gross Says 


New York, Nov. 26—Company 
ad managers should concentrate on 


basic planning instead of getting | 


into the creative act in competi- 


tion with their ad agencies, ac-| 
cording to George Gross, assistant | 
ad and sales promotion manager of | 


Monsanto Chemical Co. 

Writing in the November issue of 
“Perspective,” a newsletter pub- 
lished by Zlowe Co., Mr. Gross 
noted that too many ad managers 
keep the ad agency—‘“the biggest 
source of help”—at arm’s length. 

“Every ad manager I have ever 
known claims he is up to his ears 
in work. He is always fighting 
deadlines, and he is doing things 
that he insists should be handled 
by other departments [and] you 
would think that he welcomes ev- 
ery bit of help he can get. But for 
some perverse reason he has a ten- 
dency to keep one of his biggest 
sources of help—the ad agency—at 
arm’s length. 


es “He could get help from his 
agency in determining the adver- 
tising objectives,” said Mr. Gross, 
“but he feels that only he has suf- 
ficient grasp of his company’s mar- 
keting situation to tackle this job.” 

Mr. Gross noted that many ad 
managers have “preconceived no- 
tions” of what ads should look like. 
This, he said, leads to a “guessing 
game for the agency to see how 
closely its copy and layout can 
approximate the pre-determined 
ideal.” # 


Burroughs Names Four 

Donald M. Smith, formerly ad- 
vertising manager of Burroughs 
Corp.’s international division, has | 
been named ad manager of the) 
company’s Burroughs division, 
succeeding A. R. MaclIsaac, who is 
retiring. George A. Woolfenden, 
formerly supervisor of direct mail 
advertising, succeeds Mr. Smith in 
his former post. Tom A. Stevens, a 
member of the staff for several 
years, has been named supervisor 
of direct mail advertising. R. Hugh 
Dundas, formerly supervisor of na- 
tional advertising, has been pro- 
moted to assistant advertising 
manager of the division. 


WHAT DO 
YoU KNOW 
about DIRECT SELLING? 


... the $91, Billion Industry Which 
is Attracting More Companies Who 
Want a New, Fast, Inexpensive Way 
to Expand 


pintcT SELENE: 
Te Quiet Oo 


FASCINATING 
FACTS BOOKLET 


runnin eee 
If yon product or 
service lends itself to 


Personal selling and 


demonstration—whether in the home, of- 
fice, store, factory, institution, etc.—it will 
you to investigate the booming DI- 
ICT SELLING FIELD. Manufacturers and 
agency executives are often amazed to learn 
how easy and inexpensive it is to move mer- 
chandise in big volume through direct sell- 
ing—in ALL 49 states and Canada. Send 
ur letterhead for free copy of fact-filled 
bookler, “DIRECT SELLI The Quick- 
est Way to Profitable Distribution”. It will 
prove an eye-opener! No obligation. 


Salesmans 
OPPORTUNITY 


850 Wf. Dearborn Chicago 10 

sews 60 E. 42nd “ns York 17 
ELES, 2412 W. 
Los Angeles 


“? 


green St 
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| Betty Crocker Pudding-Cake, a 
|new baked dessert that combines 
|'both cake and pudding, currently 
is being introduced in grocery 
stores throughout the U.S. The 
|new product will be backed with 
| full color page ads in Family Cir- 
cle, Ladies’ Home Journal, Look, 
|McCall’s, The Saturday Evening 
Post, Western Family and Woman’s 
Day, and in Parade and This Week 
Magazine and other newspaper 


supplements. Tv support includes 
the “Wyatt Earp” and “Law Man” 
shows as well as tv spots. Batten, 
Barton, Durstine & Osborn is the 
| agency. 


Sudler & Hennessey Adds One 

The pharmaceutical division of 
Schieffelin & Co., New York, has 
appointed Sudler & Hennessey, 
New York, to handle its advertis- 
ing, effective Jan. 1. H. I. Roberts 


Co. is the present agency. 


Coke Slates Christmas Push 
Coca-Cola Co. will use news- 
papers, Sunday supplements, tv, 
radio and extensive point of pur- 
chase and merchandising to pro- 
mote its holiday theme, “Christmas 
calls for cartons of Coke.” Ameri- 
can Weekly, This Week Magazine 
and 22 independent supplements 
are included on the print schedule. 
The trade paper schedule includes 
Chain Store Age, Food Topics, Gro- 


cergram, NARGUS Bulletin, Pro-| ternational division sales manager. 


Advertising Age, December 1, 1958 


gressive Grocer, Supermarket Mer- 
chandising and Supermarket News. 
McCann-Erickson, New York, han- 
dles the account. 


Kellogg Boosts Muntz 

Kellogg Co., Battle Creek, Mich., 
has appointed Harold F. Muntz, 
formerly vp in charge of interna- 
tional sales, vp of in charge of 
international marketing. Joe E. 
Lonning has been advanced to in- 


_-. 
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Meldrum & Fewsmith Adds One 

Meldrum & Fewsmith, Cleve- 
land, has been appointed to han- 
dle advertising for the Chemurgy 
division of Central Soya Co. The 
Chemurgy division, recently leased 
from Glidden Co., with option to 
purchase, is engaged in grain mer- 
chandising and development of in- 
dustrial and consumer products 
from farm crops. The division 
headquarters in Chicago. The 
agency also has named Raymond J. 


Pepoon to its Birmingham, Mich., 
office as an agricultural copywrit- 
er on the Ford tractor account. He 
formerly was with Massey-Harris- 
Ferguson and Kraft Foods Co. 


Screen Ad Rates Available 
New local rate books for the 
more than 16,000 theaters showing 
theater screen advertising have 
been made available by the Thea- 
trescreen Advertising Bureau, 437 
Merchandise Mart, Chicago. 


Boston Adclub Honors Rockett 

William Rockett, account execu- 
tive of Charles F. Hutchinson Inc., 
Boston, has been named “Adman of 
the Year” by the Junior Advertis- 
ing Club of Boston. He received the 
traditional Jacob statuette for his 
significant contributions to the ad 
field, and for his aid to younger 
members of the profession. A di- 
rector of the senior adclub, Mr. 
Rockett has been with Hutchinson 
10 years. 
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Revamp ‘Public Service’ Broadcast Concept 


to Provide Better ‘Sell,’ 


KNOXVILLE, Nov. 25—Broadcast- 
ers should start a campaign to sell 
the Federal Communications Com- 
mission on a public service concept 
that fits today’s needs, according 
to George Skinner, radio program 
services director of Katz Agency. 

The station representative exec- 


utive made the suggestion in a 


These men have growing responsibilities . . . 


in buying power . . . in buying influence. 


Next time you see a man reading The Journal, 


visualize him in hundreds of cities throughout the 
United States and hundreds of thousands of 
offices. You will have a sharper picture 


in your mind of the tremendous influence 


The Wal! Street Journal exerts on 


men who have the say about 


what business buys. 


gohan eee eas te ee 
Eg I POSS ND 


Skinner Urges FCC 


speech before the Tennessee Assn. 
of Broadcasters. 

“Public service in the true sense 
of the word has changed consider- 
ably and has improved tremend- 
ously,” Mr. Skinner said. ‘‘The ab- 
breviated spot announcement type 
of public service sells this item as 
well as it sells merchandise. 


s “If the FCC revised its concept 
of what constitutes public service, 
it would enable many stations to 
take advantage of this. The current 
FCC measure of a station’s con- 
tribution in this field provides a 
half-hour credit to a station that 
may bore its listeners silly with a 
dull interview, but only one min- 
ute credit for a station that does a 
real selling job in 60 seconds. This 
of course is a hangover from the 
old days of radio when effective- 
ness was never measured and time 
was the only point of reference. 
“If broadcasters brought this 
point of view to the FCC, isn’t 
there the possibility that these 
gentlemen might give a half-hour’s 
public service credit for each min- 
ute spot used and even think of 
deducting a half hour for every in- 
terview that runs ever 60 sec- 
onds?” # 


K-C Printing Tips Reprinted 

Kimberly-Clark Corp. has pub- 
lished a second edition of “Trou- 
bleshooting for Printers,” a 48- 
page compilation of time and 
cost-saving printing ideas gathered 
from throughout the country. It 
is intended as an aid to printers, 
pressmen, press owners, teachers 
and others in the graphic arts and 
allied fields. The booklets are 
available from Kimberly-Clark’s 
Neenah, Wis., offices and from its 
paper distributor salesmen. 


Lau Blower Names Maish 

Lau Blower Co., Dayton, has ap- 
pointed Jay H. Maish Co., Marion, 
O., to handle its advertising. The 
company, which makes air con- 
ditioning blowers and attic and 
window fans, recently introduced 
a new line of building products in- 
cluding a folding table and bench, 
bathroom cabinet and range hoods. 
Kircher, Helton & Collett is the 
previous agency of record. 


Kennedy Joins Marshall Co. 

Stewart R. Kennedy, formerly 
ad and merchandising manager of 
Willson Products, Reading, Pa., has 
joined Howard E. Marshall Adver- 
tising, York, as an account exec- 
utive. 


DREAMS CAN 
COME TRUE 


-Mr. Sales and 
Advertising Manager 


Here is what you need te 
increase sales! The best 
Silent Salesman yet—will 
outsell most talking sales- 
men! Win friends and 
customers .. . move your 
product off floor or coun- 
ter... reduce your sell- 
ing costs ... get more 
retail outlets. For full de- 
tails on this premotional 
preduct, now being in- 
troduced, write THE 
OHIO ADVERTISING 
DISPLAY CO., CINCIN- 
NATI 14, OHIO. 
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‘ e . |dustry, spending a great deal of|aret advertising. KCMO tower 
= Britain Won't Probe oo: For yeas ponle have al -_ 
Rak He added that it is not unrea-|‘We must discover something 
sonable to feel disquiet at some|more about the cause of cancer.’ 
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operations. Other people object 
to some aspects of religious ad- 
vertising, as for instance the use 
of advertising by the Roman 
Catholic church in newspapers and 
the use of advertising by the Billy 
Graham crusade some time ago. 


= There are people who object on 
moral grounds and who claim 
some aspects of poster advertis- 


behind in our efforts to protect | 
the public from unscrupulous ad- 
vertising. Certainly, reputable 
people in advertising would not 
object were the legislation tidied 
up,” he said. 


= “The second argument which 
may be advanced by those who 
object to any change is that there 
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promotion of betting or football 


pools. There is also, he said, a 
very serious health aspect relating 


bodies and found they were com- 
posed mostly of admen. “How can 
these people be expected to make 
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drinks. 

“Finally,” said Mr. Noel-Baker, 
“there is what I might call the 
straightforward ethical aspect, the 
downright dishonest practices, 
swindles and rackets—I am 
choosing my words deliberately— 
which do occur and are occurring, 
I fear, on too great a scale on the 
fringes of the advertising indus- 
try.” 


= Mr. Noel-Baker then switched 
his attack to the tobacco and cig- 


they are placed in an impossible 
position. It is a strain on their 
loyalties, and the independent 
members of such committees feel 
very unhappy about the situa- 
tion.” 


s R. Graham Page, a Conservative 
member who declared his interest 
as a legal director of James H. 
Greenwood Advertising Ltd., asked 
why the public should not be per- 
suaded by one manufacturer to be 
his customers and other manufac- 
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turers to try to attract the cus-| 
tomers as well, even though their 
products were of the same quality. 
“That is fair competition,” he said. 

Mr. Page said advertising had 
its ethics. For instance, not only 
the IPA, representing advertising 
agents, but also the Advertising 
Assn., representing all those con- 
cerned in advertising, considered 
subliminal advertising repulsive 
and revolting. 


® “In addition, advertising im- 
poses upon itself very severe dis- 


which there are legal restric- 
tions,” he said. 


other way, particularly with mass| 
production, of bringing producers | 
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tional life as a guarantee of a 
rising standard of living. 

“The fact is, our complex in- 
dustrial society cannot function 
without advertising. There is no| 


«, Anuything..# can happen at MMA 
oO i “Haven't a thing to wear” sounds familiar com- 


ing from the spouse, but it was true and tragic for 
a soldier who, with his wife and baby, lost all their 


and consumers together. 2." 
“There may be differences of 


opinion about the value of a piece . » \¢ 3 luggage enroute from Ft. Riley to Corni 
of advertising, either to the cus- 3 a “| on leave. After 4 days, Renan Pieces 
tomers or to the manufacturer, ae ! Frank Field at KMA.” Frank put an announcement 
but in a free society the solution ° as A on the air, and within 2 hours the lost clothing 
i tn tae hhamde ot deen: aene bs i was recovered. That's sharpshooting 50 miles and 
ose ve eneuad. Tae tave tee poner a , : + : hitting one person. Quite a shot! 
cipline and restrictions, added to| choice, and it does not mean that f wat ~ ' If, like the soldier, you need coverage, 
advertising is itself undesirable in Sele cna” af : call any Petry man for the KMA facts. 
any way.” 


Regarding the criticism that 
most of the members of advertis- 


The House never got a chance ee eee 


aarti to , to accept or reject th - * a) bee Bagi: . 
pr onengpanwang committees are pl tag The aoe peepee mw) ee - ; ‘K) (M) (A) SHENANDOAH, IOWA 
advertising men, Mr. Page said: insufficient opportunity had been Om : é aon mm wa ata cnasmans 


“Of course they are members of 
the bar. Solicitors are members of 
the Law Society. Doctors are 
members of the British Medical 
Assn. This voluntary discipline is 
very effective.” 

Mr. Page concluded by saying 
that if the case against the adver- 
tising industry was based entirely 
on suggestions of fraud and dis- 
honesty it was very weak. “The 
law against fraud in advertising 
is fairly strong,” he said. 

He wound up with a call to the 
government to use more advertis- 
ing. If Mr. Noel-Baker had suc- 
ceeded in showing the influence 
of advertising, he hoped the gov- 
ernment would take it to heart 
and use advertising a little more. 


s Mr. Vaughan-Morgan, Minister 
of State, Board of Trade, congratu- 
lated Mr. Noel-Baker on the first 
part of his speech. “The remaining 
three-quarters, I thought, showed 
a steady degeneration and ended | 
up in a welter of trivia.” 

He suggested that cigaret ad- 
vertising was not aimed at getting 
people to start smoking, but to} 
wean consumers from one brand 
to another. That was part of the 
pattern of competition, he said. 

Regarding advertising of medi- 
cines and drugs, Mr. Vaughan- 
Morgan pointed out that legisla- 
tion made it an offense to publish 
a false or misleading advertise- 
ment about the nature, substance 
or quality of a product covered by 
the food and drugs act. 


# Dealing with a comparison with 
the U.S. and a call for the ap- 
pointment of a Federal Trade 
Commission on similar lines to 
the American one, Mr. Vaughan- 
Morgan said: 

“I do not know whether that 
member thinks that American ad- 
vertising is better than ours, but I 
am prepared to say that our 
standards are the highest in the 
world.” 

He went on to say that fig- 
ures on advertising expenditures 
showed an industry growing by 
leaps and bounds. “But in fact, we 
were now spending less of our na- 
tional income on advertising than 
before the war—about 1.9% com- 
pared with 2% in 1938. 


given to members to debate the ~e Ne = —- Jed towane ett © CO. OC 7) 
issue and the session was ad- , ei. 
journed without the motion being 


put to a vote. # 
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where sales are made... ie 


=e 
St. Petersburg is now the ‘‘biggest half’’ of the billion-dollar Pinellas Metropolitan Market 
(St. Petersburg) and Hillsborough (Tampa) Market. Coverage 
and the 84,744° 


80,381° 


St. Petersburg Times now leads the Tampa Tribune in circulation in 
this Metropolitan Market Area that is — 


2nd in Florida 
30th in America 


“The highest percentage is the 
U.S.,” he said, “which, incidental-| 
ly, has the highest standard of | 
living in the world. Then comes | 
the United Kingdom and Western | 
Germany, with roughly compara-| 
ble expenditures and roughly | 
comparable standards of living. 

“It is fair to say, as a generali- | 
zation, that the higher the pee- 
centage of national income spent) 
on advertising, the higher the | 
standard of living,” Mr. Vaughan- 
Morgan said. 

“There is nothing whatever to) 
suggest that the expenditure here 
is unreasonable or extravagant. 
Indeed, there is a strong case for 
more expenditure as the standard 
of living goes up, because, as an 
economy develops, so the demand 
for services rises. On those terms, 
I should have thought that we 
would welcome the alleged in- 
creasing influence upon our na- 


In 1957 The Times made the largest gain in total ad- 
vertising of any newspaper in America... . . and this 
year the gains continue, 


We havea 
handy guide 


St. fletersburg Times eee 
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FLORIDA’ N figures for thi 
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be happy to 

send it to you. *From the Annual 
Audit Report of the 
ABC for year ending 
March 31, 1958. 
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electronics advertising pie 


your PRODUCTS...SERVICES 


“The ad is directly concerned with work I’m at present engaged in. The problems 
I’m beset with are ironed out to a good degree here in the ad. I think that as a result 
of this ad my company and ______ (company) will do quite a bit of business.” 


Group Supervisor, Missile Guidance Systems Manufacturer 


RESEARCH 


“What the ad is trying to get across is that technical stuff is different. They present 
what they have, we like it, and we buy it. Soft soap doesn’t work. We have to have 
the straight stuff — that’s what he says here. He’s giving technical information on his 
product. They have some gunshot prices here, which is what we want to know. 
“There’s adequate information here so we'd feel safe in getting one with a minimum 
amount of investigation, especially since we already use them. We'll undoubtedly 
buy more when more are required.” 


Research Engineer, Aircraft and Missile Manufacturer 


PRODUCTION 


“We've been trying to get a source developed on this very type of stuff. Naturally, 
when I saw this ad showing the thing we were looking for, it interested me. 

“We contacted them and had them make up some of these _______ for us. We’ve 
used them and found them very satisfactory.” 


Vice President in charge of Manufacturing Electrical Equipment Manufacturer 


MANAGEMENT 


“They have this ad in the magazine to show that they have finally developed a silicone 
rubber that defies heat, shrinkage and is solvent free. There is no other silicone 
product that I know of that has such qualities and is available to the trade. 

“We have written the _______ company for a sample of this new substance in 
order to make our own evaluation of it.” 


President, Aircraft and Missile Components Manufacturer 


“The points being advanced are the superb circuitry. The ease of assembly — these 
are the two main points. 

“I feel a well placed circuit or wiring plan would help. 

“I’ve already made a purchase as a result of reading this ad.” 


Communications Engineer, Railroad 


Concentrate your advertising in the leading electronics publication — read by 52,000 important Research-Design / 
Production/Management people — (manufacturers and users) and USED by the industry to influence the sales 
of electronics products, services, and equipment. 


y electronics 


yy Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
- A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Fundamental Inquiry Needed 


Field Day tor Archaeologists: Armstrong 


C. M. Comments on ‘New’ Phrases 


Groesbeck—Another Agency Problem 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Competitive Pressures Are Corrupting Market Research; 


More Stress Needed on Fundamental Inquiry: Longman 


By Donald R. Longman 
Vice-President & Director of Research, 
J. Walter Thompson Co., New York. 


In the dynamic world of mass com- 
munication, and most especially in our 
realm of advertising, we face a steady 
fire of comments, criticisms, claims and 
exhortations on research. Ours is cer- 
tainly an articulate industry. Our people 
are clearly willing to take a stand. In- 
deed, I can think of no other field of 
business in which so much could be 
gained were there much less said. 

Don’t misunderstand me. I don’t expect 
this to happen. There will be a hundred 
speeches made in the next few months, 
and a thousand articles written and read, 
adding to Mr. Everyman’s confusion. Some 
enterprising spirit will proclaim new gos- 
pel—a new technique to lead us from the 
wilderness. The blind shall see again—if 
we have our interviewers join respond- 
ents on the couch—or if we develop new 
trigonometric functions. Perhaps we shall 
study the voiceless moving lips of those 
who read our ads. But off in the distance 
we shall hear our doom proclaimed. We 
are fakers all, who shall be exposed be- 
fore the world—or mad geniuses under- 
mining human will and judgment for our 
evil goals. And, of all of this, there is no 
end. 


= Advertising is a business, big busi- 
ness, making a signal contribution to our 
free enterprise economy. Advertising 
agencies at the core of it are run by 
people, very human beings with all the 
normal motivations. In general, senior 
agency executives are not experienced 
professional research men. 

Billions of dollars are spent in this 
business, by these people, to further the 
interests of their clients. For a thousand 
clients advertising forms the focal point 
of competition, and for a thousand others 
advertising is second only to price as the 
central element in the competitive battle. 

The welfare of these companies and 
of the millions of men who work for 
them is controlled in substantial meas- 
ure by advertising success. Clients must 
inevitably be gravely concerned over the 
work of their agencies. As competition 
has become more intense, as advertis- 
ing has absorbed a larger share of the 
marketing burden and a larger share of 
expense, as marketing executives have 
become imbued with the concepts of 
scientific management, advertisers have 
demanded more concrete evidence of 
their dollar returns for advertising in- 
vestments. What could be more natural, 
more inevitable? 


Research Under Pressure 
to Win or Hold Accounts 

The demand is most acute on two oc- 
casions: 

1. When efforts are made to convince 
a prospective client that a new agency 
can better serve his needs. 

2. When a restless client expresses 
grave dissatisfaction with the advertising 


done on his behalf. 

These are times when the agency is 
under the most severe competitive pres- 
sure. Where shall it look for evidence? 
—to marketing research! There are heavy 
pressures for research to supply some of 
the means of competitive success. These 


about the basic physiology, psychology, 
and sociology of advertising that we 
have great difficulty in approaching 
many of our problems in a swift, sure, 
scientific manner. Nor have we taken 
time to develop ideas slowly and care- 
fully, testing and retesting them, to re- 


Marketing and advertising research got rough treatment from 
Donald R. Longman, vp and director of research of ]. Walter 
Thompson, in a speech at a research workshop of the American 
Assn. of Advertising Agencies Oct. 27 in New York. Mr. Long- 
man asserted that agency competition for clients is creating a 
demand for “scientific evidence that does not exist” and is lead- 
ing to “showy, saleable work” that passes as research but that 
can’t stand up under critical review. The only solution, he said, 
is to go beyond today’s “incomplete” and “inefficient” applied 
research and invest more in fundamental research in the physi- 
ological, psychological and sociological processes which are 
induced by advertising and which lead consumers to buy. Most 
of Mr. Longman’s speech is reproduced here. 


pressures are real. And the demand is 
for some quantitative evidence that dol- 
lars spent have produced or will produce 
such and such sales or gross margin or 
profit. Or, failing this, one may settle 
for new, unique, dramatic evidence that 
the past, or proposed future, program 
yields an extraordinary but undefined 
success, 


= It takes courage, strength of character 
to withstand these pressures; for there 
is ample reason to believe that some 
competitor will yield. In a_ creative 
world, strange notions gain in value 
from their strangeness. If they come 
from a stranger, an outsider, not per- 
sonally known but effective as a sales- 
man, they are still more credible. In all 
good faith, misbegotten methods are em- 
ployed as research to satisfy the de- 
mands for “evidence.” 

There is always need for a new ac- 
count or need to hold an old one. There 
is always a need for some new way to 
prove what a given agency (or medium) 
can do beyond all others. And so long 
as the professionally inexpert in agen- 
cies and client companies are curious 
and credulous about research at the 
same time as they are in need of “evi- 
dence,” there will always be an audience 
for claims of great new research finds, 
however extreme they may be. 

In day-to-day research the same pro- 
motional problem may be encountered. 
Those who must recommend a campaign 
and those who must help to sell specific 
media bear a burden of proof. To the 
extent that they feel insecure, to the 
degree that they feel under pressure, to 
that extent there is a tendency to get 
out of the rut, get away from old meth- 
ods, employ more and more extreme 
research as a basis of their plans. 

Advertising research is not a pure 
science. Indeed, we understand so little 


port our findings with all due qualifi- 
cations in learned treatises. 

The pressures have not permitted the 
kind of scholarly and thorough work that 
needs to be done. And the very human 
desires to respond competitively to de- 


mands for scientific evidence that does 
not exist lead all too easily to showy, 
saleable work that can pass as research. 
There are always people ready to trum- 
pet strange ideas, most of which fail to 
survive the first critical review of ex- 
perienced and objective professionals. 


® This is the fact, and it is well to face 
the fact. Of course, it has not all been 
bad by any means. Advertising research 
has explored perhaps the most amazing 
range of “so-called” research ideas since 
the heyday of astrology. But in the pro- 
cess, it has somehow gained many new 
insights and learned many new and 
valuable techniques. There has been 
progress. 


We Don't Know How 
to Measure Ad Results 

The trouble is that the progress in 
solving fundamental problems has been 
too limited. The millions spent on re- 
search to show how advertising has sold 
or will sell in the future have gone for 
thousands of short range investigations. 
Each one is designed to meet some im- 
mediate issue or reveal some miraculous 
new technique. In fact, even immediate 
issues do not get full and complete an- 
swers, nor do the projects get us sig- 
nificantly closer to the core of our prob- 


REXFORD G. TUGWELL—one of the or- 
iginal “brain trusters,” who sent cold 
chills down the spines of advertising men 
in the early ’30s by inspiring the Tugwell 
bill, providing for government censorship 
of advertising and stricter labeling re- 
strictions as part of a drastic strengthen- 
ing of the pure food and drugs act? 


s Mr. Tugwell rose from an obscure pro- 
fessor of economics at Columbia Univer- 
sity to a nationally 
known and controver- 
sial brain truster aft- 
er Raymond Moley in- 
troduced him to Pres- 
ident Franklin D. Roos- 
evelt. Mr. Tugwell was 
made Assistant Secre- 
tary of Agriculture 
under Henry A. 
Wallace in 1933, and 
within months had ®e*ford G. Tugwell 
helped draft a bill introduced in Congress 
by Senator Copeland. The bill which gave 
what critics claimed was autocratic power 
to the Secretary of Agriculture, got a cool 
reception in Congress as business groups 


What They‘re Doing Today 


WHAT'S BECOME OF... 


protested. 

Fanning the flames, Mr. Tugwell ap- 
peared in a Paramount newsreel, showing 
a “chamber of advertising horrors,” 
wherein he displayed photographs of 
women blinded by use of “eyelash dyes,” 
and death certificates of persons who had 
testified in ads that they were “cured” by 
diabetes remedies. Maybelline Co. wired 
protests to Mr. Tugwell and the President 
that no distinction was being made be- 
tween harmful and harmless eyelash 
beautifiers, and in the next two weeks 
spent $50,000 in newspaper and radio 
advertising to explain that “Maybelline is 
harmless—it is not a dye, but an abso- 
lutely pure, perfectly harmless mascara.” 
The Tugwell bill, although later stripped 
of its ad censorship clause and otherwise 
modified, was defeated. 


® Mr. Tugwell went on to more govern- 
ment posts, including that of governor of 
Puerto Rico, and in 1946 became a pro- 
fessor of political science at the Univer- 
sity of Chicago. He retired from the post 
last year at 65, and now lives with his 
family in Greenbelt, Md. # 
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lems. It is time that we all faced the 
facts and said so. 

The truth is that none of us knows 
nearly enough about how advertising 
works. And we do not know, except in 
certain circumstances, how to measure, 
scientifically and with any exactness, just 
what our campaigns individually accom- 
plish. It is extremely important that we 
learn. 

Until there is a much broader and 
deeper understanding of the physiologi- 
cal, psychological and sociological pro- 
cesses induced by advertising which lead 
consumers to buy, applied advertising 
research will be relatively inefficient. 
The data supplied to creative personnel 
are likely to be incomplete, possibly con- 
fusing or inaccurate. 


8 Until it is possible to provide quick, 
economic and scientific measures of ad- 
vertising accomplishment, advertisers 
will continue to fret about the level of 
expenditure and question all kinds of 
recommendations. And the pressures 
which give rise to all kinds of odd re- 
search techniques, claims, criticisms, 
and exhortations will go on unremitting- 
ly. And until our clients use advertising 
wherever it pays, to the extent that it 
pays (and not beyond) the whole eco- 
nomy will miss the full contribution 
advertising has to make. 

In view of these facts, is it not time to 
admit to ourselves, and tell the adver- 
tisers, that there are now no generally 
applicable valid means of scientifically 
measuring the dollar results of advertis- 
ing done or to be done? It seems in order 
to say that the heavy pressures they 
generate quite naturally for such quanti- 
tative answers tend to spur a furious 
search for evidence through the most 
diverse, ingenious and often questionable 
research means. This is the source of 
most of the tumult and shouting in 
advertising research that so confuses the 
layman. 

It is urgent for agency, media, and 
advertiser executives to acquire such 
education in research that they distin- 
guish clearly the meaningful finding and 
the valid interpretation from the product 
of promotional research. Research does 
have a lot to offer; but it can be a 
dangerous tool. It can mislead even more 
easily than it can help. Executives who 
must make decisions with the aid of 
research must either see to their educa- 
tion or find experienced, broad-gauged 
professionals upon whom they can rely 
as employes or consultants. 


Needed: Skepticism 

It is critical for the advertiser to view 
all research which may be promotional 
in character with a keen skepticism. 
Distrust is not warranted, nor a negative 
attitude toward research. One must be 
willing to be shown. But the hard-headed 
common sense that tells the operating 
manager to question glibness, undue 
complexity, and four-bit words and 
phrases seems to me well justified. 

If, when, and as the advertiser be- 
comes more knowing, less credulous, 
naive, anxious to be in on the latest 
thing in research, he will less willingly 
sit still for some of the things he hears 
today. He will not press so hard for an 
evidence he cannot really have and the 
pressure to find some startling, new, 
impressive research means of competitive 
gain will decline correspondingly. 

Do not misunderstand me. I do not 
expect this in the near future. Nor do I 
condemn the researchers who respond to 
their company’s need for research assis- 
tance in the competitive battle. I have 
helped and I expect to continue to help 
my company in this way. But I believe 
the quick, short-range and especially the 
extravagant research efforts to gain 
advantage will progressively lose their 
effectiveness, and as they do the tumult 
and the shouting, the claims and criti- 
cisms we hear today will slowly dwindle. 

Although advertisers, agencies and 


media alike are all engaged in stiff 
competition in which differential adver- 
tising effectiveness can be of great im- 
portance, we need to rise above the daily 
struggle to attack our common basic 
problems. Nothing is more urgent than 
to use some part of our research funds 
in one, two, three or a dozen major 
studies designed: 

First, to improve our understanding of 
the way advertising works—i.e., the 
physiological, psychological, sociological 
and economic processes induced by ad- 
vertising which lead consumers to buy. 

Second, to develop reasonably precise 
and practical means of measuring the 
short and long range sales which stem 
from our advertising. 


s These are not problems to be solved 
incidentally by any one of us through our 
own or some outside professional re- 
searcher’s short range efforts. There is 
need for the Advertising Research Foun- 
dation, for our leading universities, for 
our great agencies to start pioneering 
work along these lines. Wholly new 
approaches must be found; and I am 
convinced they will be found. My own 
company is engaged in what we hope will 
prove meaningful work along these lines. 
We hope others are doing so, too. This is 
not a competitive issue. It is not even an 
issue for the advertising field alone. All 
business in our economy must be con- 
cerned with this point, for it will all 
greatly benefit from solutions. 

Let us at long last engage in funda- 
mental research. Let it be done out of 
range of any current competitive applica- 
tions. Let us all share in the values so 
derived. We all stand to gain; there is 
no loser. 

The physiological, psychological, soci- 
ological and economic processes which 
lead people to buy advertised products 
must be most complex. We must not 
expect simple formulas. We will never 
prepare advertising mechanistically. But 
we can and will all do a better job for 
ourselves, our clients, our country when 
we know much better just how advertis- 
ing works. 


s Meanwhile, those directing research for 
advertising agencies might be well ad- 
vised to turn attention increasingly away 
from demands for quick research proofs 
of advertising effectiveness. In the long 
run, it is their basic job to contribute as 
far as they possibly can to the prepara- 
tion of the best possible advertising. They 
must work cooperatively and construc- 
tively with their own people. It is not 
constructive—indeed it can be a _ hin- 
drance—to this work to worry about 
whether the research will help to sell the 
client. 


Researcher, Creative Man 
Not Incompatible 

Research has much to contribute to the 
development of effective advertising. And, 
so far in my experience, I have found no 
reason why this contribution should be 
undermined by conflict between research 
personnel and any other group in adver- 
tising. The problems are those found be- 
tween any groups of people who must car- 
ry out their separate jobs in mutual har- 
mony for the good of the total business. 
The problems of cooperation between re- 
search head and copy chief are those of 
the factory manager and the sales manag- 
er, the personnel man and the department 
head, the editor and the publisher. If there 
is lack of confidence on either side in the 
intelligence, integrity, or competence of 
the other or doubt concerning the other’s 
motives or attitudes, trouble must be 
expected. 

On the other hand, if there is mutual 
respect and confidence, if there is good 
will and cooperation, there is no need for 
conflict. Research men who are domi- 
neering and who can successfully sell 
themselves in competition with copy 
chiefs, can stifle creative work. So, too, 
fearful or bigotted copy chiefs can ignore 
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Cars that 
can do 


PLYMOUTH + DODGE ° 


vertisers do these things? + 


What's New? 


what they look like 
they can do +2: 


New 1959 Cars of The Forward Look 
from Chrysler Corporation 


DESOTO) 0-6 CHRYSLER - 


We are always intrigued—not to say amused—by the manner in which 
apparently practical, business-oriented advertisers will plunk millions of 
dollars of hard cash on phrases they become enamored of. The current 
Chrysler Corp. theme provides a good example. 

“Cars that can do what they look like they can do” is not only an un- 
grammatical but an unrealistic and unbelievable statement that is completely 
invalidated by the refurbished 1958 cars the company tries so valiantly to 
sell. It is a statement, regardless of its syntax, that sounds a clarion-call to 
attract attention to the 1959 models of the Chrysler Corp. 

And then one sees the 59 models—which are little more than the ’58 
models with minor revisions. Very minor revisions. 

Undoubtedly this statement was decided upon in the vain hope it would 
lead people to believe that the 1959 models of the Plymouth, the Dodge, the 
De Soto and the Chrysler would be as changed as the Buick, the Pontiac or 
the Chevrolet. But when one came face to face with the Chrysler products, 
he saw cars that promised no more for 1959 than they promised for 1958. 

Carefully analyzed, the statement itself is meaningless. To anybody antici- 
pating a new car, it prepares the way only for disillusionment. Why do ad- 


IMPERIAL 


research or fail to use it properly. But 
these are the problems of human beings. 
The effective use of research in develop- 
ing outstanding advertising is within our 
control as individuals, and failure of 
effective use is traceable to individuals. 


= Finally, let me suggest that all of us in 
research, and particularly in advertising, 
appraise our work with more humility. 
It is entirely natural, wholly human, for 
us, when we have studied a problem 
carefully, approached it with the best of 
motives, worked hard on it and spent 
our funds, to abandon all reserve in our 
assurances that we do indeed have the 
truth, the whole truth and nothing but 
the truth. Sad to say, the truth is not so 
easy to come by. The issues we tackle 
are often most complex. We rarely know 
all we should about our products, the 
detailed history of policies followed in 
their promotion and sale, the facts about 
distribution, about consumer practices. 
We rarely can so completely confine our 
problems as to be sure that our research 
covers all relevant aspects. So we cannot 


often be positive that we know all there 
is to know. 

I am particularly concerned at the 
increasingly common tendency to advo- 
cate the overthrow of time-tested policies 
and practices on the basis of a single 
research finding. It seems to me that the 
more proved our past practice, the more 
heavy the burden of proof we must 
demand of research before changing it. 
Let us examine our research carefully 
and at length, let us welcome the most 
stringent criticisms of others, let us 
develop and test alternatives before we 
overturn principles that have built our 
own or our clients’ businesses. 

It is a strange role for me to be the 
arch conservative. It frankly isn’t com- 
fortable. Yet I do believe with the com- 
mittee that raised the question on this 
program that it is time to make a 
reappraisal, to recall research fundamen- 
tals. The flow of claims, charges, and 
cries of alarm is fast and unceasing. Nor 
is it likely to diminish soon. We must 
extricate ourselves from the noise and 
tumult if we are to preserve perspective. # 
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says BRAXTON POLLARD 
Manager, International Advertising 
Monsanto Chemical Company 
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catalyst...”’ 


- BRAXTON POLLARD 


An alumnus of the University of 

Missouri School of Journalism, 

Mr. Pollard’s first position in 

advertising was with the D'Arcy agency. 

Before joining the Monsanto Chemical 

é Company in 1947, he also had 
served as advertising manager for 

the A. P. Green Company. 


As manager for Monsanto's 
international advertising, Mr. Pollard 
has been a crusader against advertising- 
by-translation. He believes that the 
overseas customer should be studied 
through on-the-scene research and 
analysis, and he both practices and 
preaches his international advertising 
credo by way of extensive travel, 
writing, editing and lecturing. 
Monsanto distributes hundreds of 
chemicals, plastics and petroleum 
products in foreign markets, many of 
which are manufactured by subsidiary 
companies in such countries as England, 
France, Italy, Australia and Japan. 


“An advertising man without his copy of Advertising Age 

is like a banker without his copy of The Wall Street Journal. 
How else can he know about what is happening in this 

vast, fast-moving world of advertising? With its easy-to-read 
news and its provocative discussions, Ad Age is often the 
catalyst that releases the ideas on which good advertising 
and our own progress depend.” 
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The Peeled Eye Department... 


Any Familiar Cars Left? 


By Dick Neff 


That New (?) Car Advertising 

“Has your peeled eye noticed that the 
old familiar makes of automobiles are 
disappearing from the streets?” writes 
W. Norman Graham, of Cohen & Aleshire 
Inc., Advertising, New 
York. 

“You can’t hardly 
find any Plymouths, 
Chevrolets, etc., no 
more. Instead, there is 
a whole new set of un- 
familiar makes called 
Belvedere, Savoy, 
Plaza, etc. 

“And now, they have 
reached a new high of 
confusion that is just Greek to me. Some 
manufacturer—I don’t know which one— 
is putting out cars called Electra, Invicta, 
Le Sabre.” 


” 


Dick Neff 


® Well, that doesn’t bother us so much, 
but we must say we didn’t get terribly 
overheated gazing at some of the new car 
advertising this year. 

“The car” seems to be just a sawed-off 
version of Cadillac’s line, “the car of 
cars,” and seems neither as good nor as 
believable as the original. 

As for Chrysler’s new lamb-hearted— 
beg pardon, lion-hearted—campaign, we 
understand the theme started out to be 
“the light-hearted, lion-hearted Chrysler” 
—a much nimbler line. The word “light- 
hearted” never made it over the hurdles. 
Without it, this theme sounds like the sug- 
gestion of an imaginative but underweight 
cub scout. (Incidentally, whatever hap- 
pened to that industry agreement to stop 
bragging about power?) 

We will say it gives Chrysler a great 
chance to give one of its models a dis- 
tinctive name, though. They can call it 
Richard. They might even put it on the 
door, under a sign reading, “Open.” 


Very DisZerning Definition 

At one of the recent Four A’s meetings 
in New York, Jim Webb, board chairman 
of C. J. La Roche & Co., quoted this “defi- 
nition of a crash program” by Ed Zern of 
Geyer Advertising Inc.: 

“A guy getting nine girls pregnant so 
he can have a baby in one month.” 


Did Esky lose his Eniac? 

An anonymous copywriter in Los An- 
geles sends us this bright observation: 

“Silver Anniversary Report from the 
publisher of Esquire to advertisers and 
agencies, about the magazine’s 25th an- 
niversary issue: ... ‘you'll find 22 spreads 
—or exactly 5 times the number of a year 


Employe Communications... 


ago.’ 
“I must have missed that earlier issue; 
I can’t remember one with 4 2/5 spreads.” 


Oh, Those Devil-May-Care Frenchmen! 

“M. Martell’s personal snifters can now 
be sent to you from France!” reads this 
New Yorker advertisement ...“the same 


CAN NOW BE SENT 
TG YOU FROM FRANCE! 


Now you can enjoy your Martell 
Cognac Brandy in the same ¢ 
Ouls > 


A set of § authentic glasses, shi 
from Cognac. France, is yours for only 
$2.00. Just mail the coupon below. 


7 
1LS.M, Dept. NY-10 ! 
P.O. Box 2180 | 
Grand Central Station 
New York 17, N. Y. . 
T enclose $2.00 for § Martell ! 
Brandy snifters. | will pay l 
15¢ U.S. Customs handling chorges | 
whea my glasses arrive j 
! 
! 
' 
i 
! 
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STREET 
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ZONE STATE 


Offer good in U.S.A. and pesewions 
y. on « set to & Coupon 
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‘3 STAR 64 PROOF, IMPORTED FROM COGNAC, FRANCE 
SOLE U.S. REP, SROWNE VINTHHERS CO. i, aLY.C. 


elegant snifters that Michel Martell uses 
in his home.” 

We just hope he hasn’t had any head 
colds lately. 


Let's-all-hang-togetherness 

Now that so many of their staff have 
resigned, do you suppose McCall’s new 
campaign will be, So What’s Wrong with 
Separateness? + 


The Competition in Communication 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Four managerial operators at the shirt- 
sleeves level were grouped around a 
table one day last week, assembling the 
statistics for the 1959 budget for em- 
ploye communication. The group, in- 
cidentally, asked for and probably will 
receive a substantial increase in this 
budget. 

At the conclusion of the proceedings, 
the department chief at the head of the 
table delivered himself of an astonishing 


wee 


art ie a 
eee 
itty 


philosophy. This is it, verbatim: “I think, 
in order for us to be more effective in 
1959, we must spend more time finding 
out what people think.” 

If they are going to give an award 
for the Understatement of 1958, the 
judges may now pack up and go home. 


= Finding out what people think hasn’t 
yet been accomplished by those in the 
communications field who determine 
opinion by committee. It is accomplished 
only by those who abandon the practice 
of sitting on their hands, to put it 
delicately, and get out on the industrial 
firing-line. That’s the place, and the only 
place, to communicate. 


Let’s take a quick glance at the com- 
petition. Here is a look at the typical 
editor of a union publication—the direct 
competitor of the management communi- 
cations man. First of all, he’s a dedicated 
soul. Time doesn’t mean a thing to him, 
and since he gets little by management 
standards for his editing chore, money 
doesn’t mean a thing either. He has no 
aspirations to ascend the management 
ladder and wouldn’t take a supervisor’s 
job if he were offered one. 

He is a student of communication, 
oral and printed. He reads what is writ- 
ten about it. He attends special journal- 
ism training courses where veteran un- 
ion editors imstruct him. (Yes, indeed, 
the unions hold them.) 


s He knows the plant like a book, and 
probably knows 90% of the people by 
their first names. He knows plant opera- 
tions and practices. 

He knows the union contract, most of 
it by heart. He can drop his eyeshade and 
battle out a grievance. He can lay aside 
the galley proofs and mix it across the 
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bargaining table with the best legal 
talent the company can provide. 

He will accept the charge that he 
isn’t particularly ethical from a journal- 
istic viewpoint, provided the company 
will concede that it isn’t particularly 
ethical either. If he is challenged to 
prove management’s lack of good faith, 
the chances are fair that he may have 
some genuine documentation up his 
sleeve. He may not be the best writer 
in the world, but he isn’t writing for 
the Harvard Business Review. He writes 
for working people, and one of his truly 
great stocks in trade is that he knows 
instinctively the words working people 
use—and understand. 


s If a company, in this disturbed day 
and age, thinks it can lift a shipping 
clerk off the floor and make a com- 
municator out of him overnight, that 
company ought to take the measure of 
the competition. To meet that competition, 
the company needs the best brains the 
company can provide, and it may take 
quite a lot of searching to find them. = 


From an Art Director's Viewpoint. . . 
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History in the Making 


By Andy Armstrong 


When archaeologists dig up our civili- 
zation, they may not find our paper ad- 
vertising or commercial film. More likely 
they will cart off huge stores of copper 
plates and electros from the ruins of some 
engraving factory. 
These should bridge 
any gaps on what real- 
ly happened in the 
sixth decade of the 20th 
century. 

We will be studied 
and cataloged as a race 
of eye-patched dudes, 
racketing about in bi- 
zarre vehicles with 
cases of bottles marked 
IMPERIAL. Watching television from 
horseback in the park. Dreaming we were 
inextinguishable in our Maidenform bras. 
A race of tattooed males, whose females 
did not get dressed all day but lolled in 
sumptuous baths, reading endless scrolls 
somehow connected with the hieroglyph 
S-C-O-T-T. 

It was the Age, the excavators will 
deduce, of the Weird and Trivial. 

Let us hope that our culture will not 
be cut off in its blossom time, and that 
we will get a chance to show the full 
range of our inventive powers before we 
dive underground to wait for the archae- 
ologists. What a shame if we should have 
to stop without first exhausting the pos- 
sibilities of the screwball advertising pic- 
ture. 


Andy Armstrong 


To date, this has been no more than a 
pass at the field. For instance, no one 
yet has thought to recruit the carnival 
sideshow. There is a gold mine. The Half- 
Man-Half-Woman, for His and Her tow- 
els. The Bearded Lady, for a shampoo 
product. JoJo, the dog-faced boy, for al- 
most any campaign to reach dog-faced 
boys. The Human Skeleton, The Sword 
Swallower, The Pretzel Man. Oh, a gold 
mine indeed. 

And how about hiring the makeup man 
who does the late, late used-car-dealer 
movies? Get something like the Teen- 
age Werewolf to replace that kid-in-cow- 
boy-suit in the refrigerator ads. Show It 
sitting in the refrigerator. Maybe peering 
from the Crisper Drawer. 

We could pull ideas from the news 
pictures, too. What about that recent shot 
of a soldier carrying a donkey? There is 
a clue for a whole series of switches. 
When the gent on the White Horse gets 
thoroughly tiresome, which might hap- 
pen any day, why not have him carry 
the horse for a change? Make another 
talked-about campaign. 


= But let us hold up the brainstorming 
for a moment and nod respectfully in the 
direction of Chemstrand Nylon. Let us 
pray that they, and not one of the eye- 
patch group, will be resting on the first 
level when the diggers come. 

Chemstrand has cooked up an antidote 
for one of the deadliest graphic bromides 
in the business—the leg bromide—and 
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How McCall’s 
Use-Tested® 


Program Helps 
Clinch Sales 


Newspapers, magazines, trade 
publications—all have been bub- 
bling with stories in recent months 
on the “Crisis in Selling,” “Cus- 
tomers in Revolt,” “Decline in Re- 
tail Salesmanship.” 


The Willmark Service System, 
which uses a national staff of profes- 
sional shoppers to check up on the 
performance of retail salespeople, 
asserts, “U.S. Salesmen are just 
order-takers. The great flaw of re- 
tail salesclerks is not the high pres- 
sure for which they have been lam- 
pooned—but utter apathy.” 


Charles Brower, president of Bat- 
ten, Barton, Durstine & Osborn, has 
been widely quoted from his now 
famous speech in which he blasted 
the “great era of the goof-off.” 
Brower also said, “a great many 
salesmen don’t know what they are 
talking about and they don’t seem to 
care. Practically everybody in the 
country is looking for a friendly 
salesman.” 


Brand Switching A Factor 

Equally bad, from the standpoint 
of nationally-advertised brands, is 
the glib, fast-talking salesman who 
switches customers from established 
brands to off-brands with no-holds- 
barred methods. Here’s how a re- 
cent article in Home Furnishings 
Daily quoted one of these fast- 
talkers, “And if the off-brand will 
manage to bear even a remote iden- 
tification with a famous name, sell- 
ing it becomes much simpler.” The 
salesman went on to say, “My cus- 
tomer is visibly impressed. I now 
begin to double talk, rapidly inter- 
changing the names of the off-brand 
and the famous make as I chatter. 
I get the order.” 


What can a national brand manu- 
facturer do to compete against this 
type of selling, or the complete lack 
of retail salesmanship? What can a 
manufacturer do to keep pace with 
the growing trend to self-service 
shopping sweeping all fields, from 
appliances to soft goods? 


More effective advertising in 
media that will properly precondi- 
tion and pre-sell the right prospects 
will help solve the problem. But 
this is only half of the answer. Equal- 
ly important is more and better 
product information at point-of-sale 

. information that is accurate, 
thorough, and impartial . . . infor- 
mation that will give the shopper the 
buying facts she needs. 


“Key to Self-Selection’’ Sales 

Modern Packaging Magazine re- 
cently stated, “The tag is increas- 
ingly the key to self-selection sales. 
It may be the whole informative and 
selling instrument by which today’s 
discerning, self-helping shoppers 
will accept or reject the product.” 
And, if the informative tag or label 
comes from a well-known, trusted 
and impartial authority—so much 
the better. 


It was precisely this kind of think- 
ing that caused McCall’s to launch 
the USE-TESTED Program in 1955. 
A powerful new dimension in retail 
selling, the Program was designed 
to help McCall’s advertisers focus 
their advertising and selling power 
at the point-of-sale. The strengths 
of the USE-TESTED Program can 
be categorized as follows: 


> Informative Endorsement. Each 
USE-TESTED Tag contains a 
feature-by-feature endorsement of 
the product. This endorsement is 
based on exhaustive tests which in- 
clude both a thorough technical 
evaluation and a duplication of home 
uses of the product. 


you'll like it too. 


IN McCALL’S TEST ROOMS we test a great 
variety of new appliances and products. 
We use them to cook meals, freeze foods, 
wash clothes—just the way you do in your 
own home. That’s why, when we have 
tested a product and like it, we believe 


this range. 


We found the construction of this range of 
the same fine quality that past experience has 
led us to expect from this maker. 


(Brand) Range 


We were delighted with the extra-large oven, 
the speedy surface units and the focused heat 
broiler. After baking cakes and biscuits, 
broiling steaks and chicken, roasting meats, 
frying hamburgers, making pancakes, we 
were completely sold on the performance of 


Bake unit swings up for oven-floor scrubbing, 
§ broiler unit can be taken to the sink to wash. 
Range top is simple to keep clean, too. 


Le 
i + 


overs. 


to set. 


FEATURES WE ESPECIALLY LIKE: 


3 GIANT OVEN—roomy enough for big family 
meals or special party cooking. 23” wide. 


“NO-DRIP” COOKING TOP—edge catches spill- 


AUTOMATIC CONTROLS—smooth-looking, simple 


NEW BROILER UNIT—curved reflector directs 
heat. Completely removable for washing. 


telling fact S As McCall's Use-Tested® Tag helps a woman and her family 


select products by telling how those products work under actual home-use conditions. /t aids 


manufacturers and retailers by providing authoritative feature-by-feature recommendations 


based on the most important criterion: performance. Be sure it's on products you buy—or sell. 


McCALL’S...THE MAGAZINE OF TOGETHERNESS, CIRCULATION NOW MORE THAN 5,300,000 


> Friendliness. The tags are written 
in friendly, non-technical language 
that the shopper can understand, 
telling what the products-will do for 
her in her home. 


> Silent Salesman. Each tag acts as 
a silent salesman when the retailer 
is not in the selling area, and gives 
him powerful salestalk material 
when he is. 


> Authority. Each USE-TESTED 
Tag has behind it the powerful, im- 
partial authority of McCall’s Maga- 
zine, which reaches more than 
5,300,000 top prospect families 
every issue. 


> Acceptance. When the shopper 
sees the USE-TESTED Tag on a 
product, she knows it’s good. She 
looks for the USE-TESTED Tag 
and respects its impartial endorse- 
ment. She knows when McCall's 
says “We Used It and We Like It” 
that she will like it too. 


About 40 different product cate- 
gories are tested now under the 
USE-TESTED Program. Examples: 
appliances, floor coverings, mat- 
tresses, kitchen cabinets, lawn mow- 
ers and garden accessories, clocks, 
luggage, cutlery, work clothes, light- 
ing fixtures, blankets, etc. 


One of the requirements for par- 
ADVERTISEMENT 


ticipation is that “the product must 
be such that this type of tag will 
materially contribute to its sale.” 
McCall’s wants no half-hearted par- 
ticipants, as indicated by the re- 
quirement that the tag “must be 
affixed to the product, or the com- 
plete tag text displayed at point-of- 
sale.” Moreover, the advertiser must 
support the tag with an advertising 
schedule in McCall’s “of sufficient 
size that he will be able to sell our 
market on the qualities of his prod- 
uct—and do a creditable job in 
supporting the tag so that it can 
deliver maximum performance in 
moving his merchandise at point-of- 
sale.” 


Manufacturers of a wide range of 
products report McCall’s USE- 
TESTED Program an effective 
sales-maker. Included in the pro- 
gram are well-known companies 
like Frigidaire, Magee Carpets, 
Englander, General Electric, Alad- 
din Industries, Youngstown Kitch- 
ens, Hardwick Gas Ranges, Pfaff 
Sewing Machines, Westinghouse, 
Georgia-Pacific Plywood, Borg 
Scales, Hamilton Beach, Sealy. 

For a complete list of partici- 
pants and more information on the 
USE-TESTED Program, write to 
Hank Piehl, Use-Tested Program, 
McCall’s, 230 Park Avenue, New 


York 17, N. Y. 
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thoughtfully, without resort to gimmick. 
What to do with a leg (in advertising 
pictures) has caused more headaches 
than ten research departments could plot 
on a wall to wall graph. Most people give 
up, finally, and shoot the same old pic- 
ture—more legs. But not Chemstrand. 
On each page they show you legs like 
many other legs. Like practically all oth- 


‘er legs, come to think of it. But each 


Agencies Ask Us... 


Agency Evaluation 


By Kenneth Groesbeck 


“We want to bring into part ownership 
of our agency two men who have dem- 
onstrated their value,” writes a New York 
agency head, “Will you please give us a 
steer as to how we go about this? Neith- 
er of these men has 
brought in business, 
but for years, by con- 
tact and helping on 
copy, they have helped 
mightily in holding on 
to it and expanding the 
accounts for which 
they are responsible. 
One gets $8,000, the 
other $12,000 at the 
present time. We are 
billing about one million doliars, are in- 
corporated, 100,000 shares of stock have 
been issued and are held by me. I wish to 
retain control, of course, but I want to 
build these two men solidly into the or- 
ganization. Shall I give them stock? Sell 
it? If so, for how much? Thanks in ad- 
vance for your help.” 

Well, I ought to see your operating 
statement to be accurate, but I'll assume 
you are grossing 15%, your income is 
$150,000, your total salaries, direct and 
indirect, $95,000. Most agencies pay out 
for salaries from 60 to 65% of income— 
the higher figure would allow you $97,- 
500. I figure you as taking out about 
$24,000 a year, and that there are 11 
people in your shop: you, the two ac- 
count executives, an art director, a book- 
keeper, a production man, and four girls 
including your secretary, two stenogra- 
phers who double in filing and checking, 
and a receptionist-telephone operator. 


Kenneth Groesbeck 


= Judging by the “take” of you three 
men, and adding to your share what is 
due you as prime mover in the business, 
I think I would split your 100,000 shares 
of stock as follows: 


Owner 36,000 shares 
Man No. 1 12,000 shares 
Man No. 2 8,000 shares 
Treasury 44,000 shares 

Total 100,000 shares 


If you pay 8% dividends on the owner- 
ship stock, your remuneration would in- 
crease by $2,880, man No. 1 by $960, man 
No. 2 by $640. Dividends will thus take 
$4,480 a year, but since we aim at a 
profit of about $25,000 before taxes on 
your operation, we can afford this all 
right. How did I figure that profit? $95,- 
000 salaries plus $30,000 overhead out of 
your $150,000 gross. 


= This would be a reasonable way to set 
the deal up, but it should be understood 
that the dividends are payable only if 
the profit makes them sound, and that 
they are non-cumulative. 

The retention of 44,000 shares in the 
treasury makes it possible for you to ex- 
tend a similar deal to anyone else you 
may want to take in, some time in the 
future. 

The salaries of your two men are too 
low to give them much leeway with 
which to buy into the company. I think, 
therefore, that it may be advisable for 
you to give them these ownership shares 


picture carries a big new surprise to re- 
juvenate the old plot. A child clings to 
one of the legs. A child wears the product 
and clutches the product. You have seen 
kids grab legs in life. But have you ever 
seen them do this in advertising photo- 
graphs? 

In this era of brittle brilliance, you 
can still knock the public’s hat off with 
an overlooked truth. + 


and Part Ownership 


outright, or for the nominal payment of 
say one cent a share (consult your law- 
yer on this). But be sure to stipulate in 
writing that, should either man leave you, 
for any reason whatever, his stock re- 
verts to you for a payment of only as 
much as he paid for it. 

Don’t give him book value. Yes, I 
know all the arguments for this, but I 
am on the agency’s side in protecting it 
against the man who leaves, bearing in 
mind that all the financial risks and all 
the headaches have been borne by the 
owner. 


@ Whether you give away or sell part 
ownership, you need to have an idea of 
the value of what you are parting with. 
A simple formula for agency evaluation 
is to take your average yearly profits 
after taxes and multiply this figure by 
from 4 to 8, depending on the stability of 
the accounts involved. To this you add 
your net quick assets—cash in bank, de- 
preciated furniture and fixtures, etc. 

If you have averaged $20,000 yearly 
profit after taxes, six times this figure is 
$120,000 plus, say, $30,000 in quick as- 
sets, total agency value $150,000, or each 
share of stock $1.50. Pay your dividends, 
however, not on this valuation, but only 
on the number of shares held. Interesting 
to see that, if your business is earning 
$25,000 and theoretically paying out. half 
this in dividends, the stock market would 
figure you worth $200,000, not too far 
off from our evaluation. Indeed, an eight- 
year retention estimate brings the fig- 
ure to $190,000. 

Paying 12%¢ a share, each share would 
be worth $2, again not too far from our 
figures. 

Of course it is Aineaitins to value an 
agency on the same terms as a commer- 
cial enterprise, with far larger tangible 
assets in goods and property, while an 
agency actually has nothing to sell but 
brains, and the intangible tenure of busi- 
ness it places. But it is desirable at least 
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to look at agency figures in terms of the 
conventional valuations placed on cor- 
porations, just to be sure we are not out 
of line. 


® After you get this set up and working, 
the next problem which will confront you 
is profit sharing. I would consider this, 
rather than a pension or retirement plan, 
because there are so many government 
regulations to cope with in connection 
with these. 

Profit sharing applies to the workers 
in the agency other than the owners. A 
good way to split your earnings is to al- 
locate one-third of them to increasing 
your working capital (on this you pay 
federal taxes), one third to owners, and 
the remaining third to profit sharing for 
all others. If your working capital is suf- 
ficiently large, split your profits 50/50 
between owners and associates. 

So far as employes are concerned, the 
best way to give each an equitable share 


Tips for the Production Man... 


Advertising Age, December 1, 1958 


is to use the point system. For each in- 
dividual, award one point for each month 
of service, and one point for each $10 of 
weekly salary. Example: Man with 
agency four years, getting $90 per week 
gets 48 monthly points, nine salary 
points, total 57 points. Add up all the 
points of the individuals involved, and 
divide this into the profits to be shared, 
which gives you the value of each point. 
If you feel you should give greater weight 
to salary as against length of service, 
award, say, one point for each $5 of 
salary, instead of $10. This double fac- 
tor recognizes the two elements which 
make up the individual’s value to the 
agency—tenure of his job and what he 
gets paid for it. 


s Hope this gives you what you want. 
You are very wise to strengthen your 
operation by allowing the participation 
of others in the running of your shop and 
enjoying its earnings. + 


A Treasure Chest from Italy 


By Kenneth B. Butler 


I received this week a treasure chest 
from Italy in the form of a beautifully 
put together hard-bound specimen book 
from the Societa Nebiolo, typefounders of 
Torino. 

The jacket design, in wood-cut style, 
depicts a group of 16th century type 
craftsmen at work. It is an appropriate 
choice of illustration, for the striking new 
alphabets, borders, and ornamentation 
displayed in the catalog provide ample 
proof that there are still men among 
us who consider the design of type both 
an art and an admirable craft. 

A few of the offerings (among them 
Augustea, Augustea Inline, and the Mi- 
crogramma series) have already been 
introduced in the U. S. through Amster- 
dam-Continental. But the well is a deep 
one, and it has scarcely been tapped. 


= I was particularly taken by the 
Athenaeum series with its beautifully 
tapered strokes, and its two sets (one 
positive, one in reverse) of ornamental 
initials. Although modern in appearance, 
the series clearly reveals that its design- 
er was well schooled in classic letter 
form before undertaking the assignment. 

The Quirinus series, resembling in 
some respects the Corvinus family but 
with a personality all its own, is also a 
delight. The same can be said for three 
scripts, Cigno, Cicogna, and Fluidum, and 
for such novelties as Resolut, Ritmo, and 
the Neon series. The latter is especially 
interesting in that it becomes more and 
more condensed as it increases in point 
size, the 72 point letter being barely 
twice the width of the 12 point letter. 

The design of ornamental border ma- 
terial is fast becoming a lost art; not 
so, however, at Nebiolo. The specimen 
book devotes approximately 70 pages to 
display of border material, much of it 
new and fresh. Moreover, the book’s divi- 
sion pages show some of the intriguing 
ways in which the borders can be put 
to work. 

And, just in case you haven’t been 
won over by this exciting display of new 
alphabets, Nebiolo humorously challenges 
you to design a face you like better by 
means of a tricky do-it-yourself font 
called “Fregio Mecano.” Composed of a 
set of 20 bits and pieces which can be 
combined into any letter shape, in a 
variety of sizes and styles, the font may 
not be practical but it certainly seems 
like it ought to be fun for anyone who 
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has ever been anything of a jigsaw ad- 
dict. 

Wish I had space to show you more of 
the contents of this exceptional speci- 
men book. I understand, however, that 
you can secure a copy of your own by 
writing to Societa Nebiolo, S. P. A. Sede 
Sociale via Bologna, 47, Torino, Italy; 
Attn: Servizio Esportazions. 


= Appetizers from a Treasure Chest: 
Among the delights to be found in 
Italy’s Societa Nebiolo specimen book 
are (top to bottom): 

1. Fregio Mecano, a do-it-yourself al- 
phabet. The 20 bits and pieces shown 
at top can be assembled into any letter 
and in a variety of sizes, as shown be- 
low; 

2. Three Athenaeum initials and a line 
set in Athenaeum; 

3. Neon Ombrata, which you will note 
becomes more condensed as it increases 
in size; and 

4. Four interesting ornamental bor- 
ders; and 

5. A line set in the beautiful script, 
Cicogna. # 
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Two ways to get them up to their ears in commercials 


Some commercials build up resistance. . . others 
build up sales. 

The differences—all the way from failure to 
middling success to real success—are evidence of 
the creative selling ability of your advertising 


agency. Young & Rubicam, Inc. 
Advertising 


NEW YORK « CHICAGO «+ DETROIT * SAN FRANCISCO * LOS ANGELES * HOLLYWOOD + MONTREAL * TORONTO * LONDON ¢ MEXICOCITY * FRANKFURT * SANJUAN * CARACAS 


i. ae tie " p ‘ Mey, oe; oe ete ated Se Bsc 
a en ” ‘ “ ale a? ae ae ae ae eo afar ‘aa Be? j pes ace eee mt M So ip Fibrs 
2 Rec Periee soo bait. hae my A ae pase Seana Orla aes ter ~ is eked eae rae Be Se Crys eae 7s at Sisley tee i Rink Sealant wee 
hae a EES ees Leer ete sh jeetun a 4 se at cna ol bio Mh prapenneety = “ee ag Seo Breiner ci vemtaees, es ig 4 ii Se cane ar eee faa, eo TT Be ce ee ae Cer ei ie | 
ess —- ae oe . op aaa ie ree ame a Medel = wr Re od } i eck 5 oy we eters pises vs : er ae ares Re a a) (Rul gen Men ef ee , ue : 
a — - ; yer il a “eae sath 3 “ . 3 , .¢ Ene na tne ti Ani enan:ca : k re ae 
i . . ‘ ie 
Fra 
H ee 
Ze A i . | _ = ; 
i Pa 3 dis 3 - 
4 ; — | 
Es 4 " 4 % eh ae : 
| z = _ 
= ar wis a 
' ag aa 
' Se ie ‘ 
— i ’ 
H ' ip fay ’ Z ei : © 
‘ ; = ; . . i “ei i |, 
ae ae ope 
: = : r 
a : aa | 
' j oe { maa : 
a o $ a ; pe 
; ae - ee a i 
} , ae es “a aa + i — _ — a 
4 ‘ . ae : / jf ee & J 7 Sa 
H : ‘ae — 5 ie 
. - , al ye — 6 
meses he ¢ * F 
| ad | Bi ij ; 
| | bi , ' 4 ii 2 
: “ee 1&0 a ‘ /) F, rene 
4 ae ar A 3 mesa 
| % — | yomocen!?*” Ti \aaalaay zg a 
— : . ae H a ee 
— ce if & ‘ ; 7 wom 
— jac - va ) Aa 4 : Ce 
i a 4 oy ins - ‘ a Ass if . 
; ee gue Stn ja ; 4 es, 
i — lt “Sy oa ites a Hi ; oe: 
; ie Ss ball Tay ‘ tier 4 ea, ffi 4 7 oe 
eee 8 eae a) P aa , Y = Se. > le p- 
ae ae ee » Be : “~\ 4 a i, / z= 
: 4 % wee a i ee ae ¥ Pe a i} he 
SS q Ps ce » + hee aes eg Pa s 4 a 5 apy : ; 
° J ‘ ‘= ze rl ; j » ie . ¥ Pe oe o 3 aa ae” halal 
3 ; . , : r : ; ie ay ite . <a oes big ieee 
\\ 7 , 7 - et hi 1 fa «lee j ff: pe ee a et 5 ae 
, Se , a 4 . : r * q +5 es ieee ‘* , iis 
— = (. io ba BA. pane a wD 
—. e - , i ae, bs a 7 4 x 3 ae. 
¥ L * a es — 2 apse Sad eae “ 
2 ae , «| a 5 b “= = 
Fi F 3 a z. Bae to 2 Pee we peste 
i . a ‘ _ a 3) a Hic ar ! pcs 5 SC 
‘ s&s 3 . i OS i coy OR a i ces ee 
i % i —. Bs, i 3 ey eau: 
‘4 be # a bal: ra — ae eff! eae ae Bey el 
; _. = Se Z 2 ae ss 
4 % we & $ ad oe Re im 
: im ‘ pe “a task Ey eee ites 
4 — ‘ : Sea: a Soe Py BN 
* > ee a ae : Patt ara 
‘ tae, - eo See uistae Bese ht 
t . - 2 a3 Pe by ™, Pr. Py rea 
4 ‘i — --. ——_ = - 
’ } Brey P deat a oe Pe : | eo teed 
‘ “ : ee oe - a Ph sen, : ae a aie 
+ al ; = , 7 —— 4 seer Eos ae =. je ¥ me E 
. -. f : P , ae ee cS ee ae aaa 
- Ff o>. ee Bk =a | 
i ae mt an — oe ae By Er cee 
“ae + j t 7 Soe ior z BS Oye Sh 
i ; a ._ = Fad are BL oe rie ier ae 2% ees iii 
| : ae te *." Sis ; oleae: aie aire An 4 oe A ee “he 
i ! om : | ee FA i 
‘ shy, P if “a 6 a Soe . ee $2) 
‘ 3 A . as -— 3 Sele 
a a ait ia ‘= an ee 
4 ‘ me js . é Sage ate hy f 
# a ¥) : ‘ a ee a eee 
re ss, Bars = Pe er . a. ae es Shia 
a DS ity a . on by = ts Venger vce Sas. oe 
ASS, : % va ; Ty me es tomer 
Pee , a : ‘ae Sf a a 
4 4 4 * a ‘ig P 7 a * 4 Pigs a 5 ‘es E eee <e - — 
j _ “i : > i ae fas » oer ee ee e- 
' € 7 ae Soe Sa ie — . ‘ i Ln ac a 7 a a 
: nt ; Sr — aes oe” a te Fc, Si sir pret 
a Sa iin : i ae : al ; <P oe, “Sees fs hick Ts sine 
: \ — — OP ae al j ae t ae : ie etic Me hem 
i \ =. ae Beg thea " ‘ 205) ag Sl aa So ORE 
——-” Ly ‘ , 3 era gy Se NE ety 
' | - Fr: . =a me i Bet. a dea: 
hee eZ 2 
\ ; . , Pog oe A a Se , ae 
: te a a al ri , . * : , Bi . — - é aii 
k te = ee tia 
; 2 } ie. ae ae Bae 
y. a i aa an a 
% & i & '<) ey 
y Wine sm 3) ae ee 
4 re ate a Se Pe I ee SL A GE me mm A SF IN Se HE GU WED eR at - ate * an | bi 
LE Fe SF GY PR EN ee Gee See Ge gee mee ee , ‘ 7 é ig ier | > ee 
ee RE EF EE Se Ge ST GY ee ee Oe ge Se ee eee ee ee ™  s 4 & a wa eo. | - puke 
: rr Ee SS ee eer Gee Gee eee eee ee a ee ee ee ee m i $ 7 " a a f Eh, = 
ee ee ee ee ee oe me a OD OD OD oe ee oe i ee cae eee ba <agpyii™ Sa Ata 
ee ae ES EF OP Se UE Oe ee Ys e------. seat : Se ee j j vio 
ee ee ee me mn ee Oe Oe oe ee wal J eee — di = f " om yy Be Pak : ig ae 
ee ae oe oe om ee oe me oe oe “ ae. oe i mor. 2 we as 1 Fg ve te -* 
a ees tet e cas ——— j as ye P " 
, RR RR RR RR Re ‘ ei —— ae ; ; if 
Ce me ae me ee ee ee ee i ‘ 1S . “aa t . eo . 5 il 7 a - 
me ee ee ee Same eS RF HE ee cr |. ans Rs ee to P of i P’ oe 
g Fe ee ee ee me a ed Bey we = E - ® m sae # a ‘* : 
ee ee ’ ee te : sore ga ‘ ee 
ee ee Re eR Re Re ee er we ore wwe “ —- Se ‘one i ’ € . an ES hae ES 7 : i 
CE ee te eee : a : - ‘. nines “ pied =e j ; bie cave 
' eee me ee me ee ol al i : oe Ps ” : _ s } ass 
me ie { ° aw a } Bids B) — “Sovtnas o Pe wl i 
Ses a . “4 Bi . mere ; Pe ae 4 —_— ; , a 
geet F — ” ae i - = ba St en ee | ; 
; | -_ : . ~ ~ es ‘ s. Bo 
; : wll ea re. : . : : ahr Oe Bia 
eo ¥ cae Me Ti a ss i a —s " ye re ae ie : - 
2 a ee — 5 aaa Soo. ae Z ea ° 
——_ er ee es ‘Gl | 
. R oe aah xe i ne Wi Ses a ? . indies ‘ - 
| 3 j By Vat 
t Se ENE Sid Shan oy a s i n cd J ee 
ae eae 
iste 
“ al 
Fy 
ap 
. * weer 
‘ 4 nae 
LE. 
+e 
eet 
i 
Be ie 
= ilies 
eg 
dill 
ie 
me 
ne 
eA 
aes 
ahs 
fia 
pn ae 
= 
hae 
slisketd 
peerage 
edict 
Fe 
ie? Se 
oe 
SA 
ey j 
SE sche ee OPM a cased 2 3 -- #6 CaS ee Pe OAS um erate, or eee I el i ed ‘ee ae: BS cig: ota Mt a AG ae MS ores Ree ws = . Pe weg aes ee 4 
: piston ae ite tae, ss ae 3 
se 7 ; 
ye 


Trite and Found Wanting 


By Disappointed Adman 


We hear so often of the importance of 
the dealer in merchandising and selling, 
that we must not only get him to handle 
our line but understand our line, enthuse 
over our line, sel) our line, that we won- 
dered, “Just what is our line?” 

Well, judge for yourself. Here is a page- 
after-page selection of headlines and dis- 
play lines from half-page and larger ads 
in the current edition of one of the best- 
read, widest-circulated trade magazines in 
the appliance field: 

e feature packed 

e first for 50 years 

e producers of quality products for 
home, farm and industry 

e first of its kind 

e switch to 

e soaring sales 

e join the team 

e in gems and—it takes an expert to 
know the difference 

e here are five new members of the 
family 

e first with the finest for more than 
50 years 
amazing advance 
so fabulous—so new—so different 
sure-fire sales 
profit-proved 
red-hot promotions, red-hot products 
extra-value features 
4-way punch 
“prize package” for profits 
full speed ahead (illus: train!) 
wake up to profits 
thanks to the team 

e quality has been the policy for 40 
years 


e setting the sales and performance 
pattern for the industry 

e hot tip for cold weather 

@ greatest advance in over 30 years 

e@ proved and approved, all the way 

e backed by a century-old tradition of 
fine craftsmanship 

e the world’s finest 

e America’s fastest selling 

e Terrific Jack Paar, Sensational Dave 
Garroway 

e your profit-packed Christmas selling 
package 

e world’s best seller, now even better 

e@ most important advance since the... 

e loaded with selling features 

e loaded with bold sales-clinching ex- 
clusives 

e America’s finest 
America’s fastest selling 
the trade name of satisfaction 
maker of the world’s greatest 
fabulous traffic-builder 
the fabulous 
look for the difference 
sell the big difference 

Now, what must the dealer-reader think 
of the perpetrators of this tired tripe, if 
he thinks of them at all? An average deal- 
er may ignore them completely. But an 
analytical dealer could be justified in con- 
sidering most of America’s manufacturers 
as infested with narcissism and me-too- 
ism. 

If you who read this have anything to 
do with creating or approving the adver- 
tising running in the trade press, why not 
hang this list over your desk and salute it 
daily, saying “The trite and the cliche 
shall not get by me today!” + 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Some of the most deluded young men 
in the business world are in advertising 
agencies. Some of them are young—not 
in years—but only in their lack of sophis- 
tication. (Sophistication comes from wis- 
dom and insight—not from mental gadg- 
etry, experience, and education.) 


They are deluded because they believe 

being on an advertising agency payroll 
(and writing ads which appear in na- 
tional publications) makes them profes- 
sional advertising people. 
* Actually, many ads created by adver- 
tising agencies are not nearly as good as 
many ads turned out, in humble earnest 
desire to serve customers, by business 
men (and women) who would never 
claim to be “advertising” people. 

The two ads here are examples of ef- 


It's free at 
355 Lambert Ave.! 


But first, just where is 355 Lambert Avenue? Well, Lam- 
bert Avenue runs parallel to California Avenue, but is 
located eight blocks south of California Avenue (toward 
Los Altos). Since Lambert Avenue is only three blocks 
long, between El Camino Real and Park Boulevard, you 
may reach 355 Lambert Avenue by turning into Lambert 
at the end of the 3200 biock of either Park Boulevard or 
El Camino Real. , 


Now then, what is free at 355 Lambert Avenue? Right 
now—every day—the: finest display of flowering plants 
you'll find at any nursery on the Peninsula. It's a 


Free Flower Show 


This continuous and ever-changing picture comes from 
massed displays of Geraniums, Fuchsias, Hibiscus, beauti- 
ful hanging baskets, perennials in bloom and many other 
flowers. Here you will see new introductions and discover 
numerous out-of-the-ordinary plants. Also unusual shade 
plants, many interesting outdoor ferns, the best kitchen 
herbs and a large selection of Bedding Plants, the latter 
for lots of COLOR in your garden, at a reasonable price. 


YOU are specially invited 
Mid-peninsula home gardeners often bring their out-or- 
town visitors, just to show uff our colorful lath house. If 


YOU have never seen it, you are cordially invited to come 
in and enjoy this free flower show. 


"House Plants @ Herbs © Seeds © Insecticides @ Spoonit 
josed Mondays, oper ali other days until 6 om, 
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355 LAMBERT AVE. @ SOUTH PALO ALTO 

LAMBERT AVENUE ENTERS AT 3200 2300 EL CAMINO REAL 


| The moon 


—] ' 7 

i can't match this 

t}] When eur Junar probe project succeeds and the lunar 
«| vehicle reaches “the vicinity of the moon,” we're sure its 
f] ground scanning device will not “see” anything as re- 
1} markable as this feat by a single bulb of 


° . 
-| Colchicum, the Magic Flower 
Absolutely no trick—just place the bulb on a table, without 
sj] soil or water. In less than two months our extra large 
+} bulbs (much larger than the usual mail order size) will 
| Produce many lovely crecus-like flowers. After blooming, 
_| Plant outdoors for more flowers next year, A wonderful 
a} Bitt. 


: A Shady Deal 


) Every home garden has a shady situation—a place too 
1- shady for sun-loving flowering plants. We recognized this 
‘**] common problem years ago and have done something 
ae about it for you 

. Here at our nursery you will find a weneaerful selection 
ly of hardy and unusual shade-loving plants, ramging from 
n taller background shrubs down to interesting ground 
" covers. For the more difficult shady spets we effer a wide 
| selection of easy-to-grow and inexpensive outdoor ferns 
Now, during the warmer months, is the best time te plant 
shade areas and we'll be glad to assist you in selecting 
the right plants fer your lecation. 


Expecting Company? 
Need a spot of coler in your garden? Get it today. wth 


plants in bleom selected by you from our large display of 
flowering plants. 
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. Free Flower Shew 

nj Midpeninsula home gardeners often bring their out-of- 
aj town visiters, just to show off our celerful lath house. If 
y| -YOU have never seen it, you are cerdially invited to come 
dj in and enjoy this Free Flower Show, 
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355 LAMBERT AVE. @ SOUTH PALO ALTO 
LAMBERT AVENUE ENTERS AT 5200 1300 EL CAMINO REAL - 


fective retail advertising. 

They both use “curiosity” headlines— 
the weakest of all the great headline 
ingredients. Nevertheless, these are ex- 
cellent ads. (Each on two columns.) 

In California, up and down El] Camino 
Real, and on adjacent highways, there 
are many, many nurseries. Many of 
them are on heavily traveled roads. It is 
no small task to take small newspaper 
space for a nursery on a sidestreet with 
little traffic, and pull crowds. Particularly 
without following the general tendency 
to scream PRICE and BARGAINS. 

But here it’s done, and the proprietor 
himself, I was told in the nursery, writes 
the ads. I was drawn out of my way and 
natural direction of travel by the first 
ad, and before I could get to the nursery, 
the second appeared and sold me again. 
Yes—they got some of my money—and I 
saw considerable activity on two visits. 
® Despite the curiosity headlines which 
do not select the rightful special audi- 
ence out of the paper’s general audience, 
other display type quickly takes over 
that job. The copy is in the vernacular 
of the audience desired. The ads render 
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service, cgrry conviction, and invite ac- 
tion. 


s I know well, and in a good many 
places, ad people who turn up their noses 
at ads like these. They are not good 
enough looking. They don’t look “profes- 
sional.” Whereas, the point is, they per- 
form professionally, which nowadays is 
far less important than an ad’s appear- 
ance to many ad creators. 

Incidentally, I have often said, and I 
stand on it: “I can make any newspaper 
produce well.” In a suburban area paper 
that does a really superior job of local 
news coverage, it is easier to produce re- 
sults than in a sheet that is dedicated 
first to something other than publishing 
an adequate and competent newspaper. 


® The Palo Alto paper in which these ads 
appeared must surely be one of the best 
newspapers in the U. S. in its circula- 
tion class. It doesn’t neglect news on the 
broad front, but it does one of the best 
jobs I have ever seen with local news 
for the surrounding areas—and I have 
worked with at least 75 newspapers, and 
observed many more. + 


On the Merchandising Front... 


A Warm Note in a Cold Business World 


By E. B. Weiss 


There is an increasing coldness in busi- 
ness; the thermometer shows a steady 
drop toward sub-zero in the relationships 
of business, especially big business, in its 
individual contacts with members of the 
public. 

Certainly most car 
owners who, in final 
desperation, have writ- 
ten complaining letters 
to the Detroit manu- 
facturers, have been 
given the frigid treat- 
ment. Even when one 
writes for a sample or 
literature these days— 
by coupon invitation— 
it may be two or three weeks before the 
sample or literature is mailed out—and 
the mailing, more likely than not, will 
have all the warmth of a winter night 
in Antarctica. 

In my younger days—my much young- 
er days—I discovered a very resultful 
technique for getting a favorable adjust- 
ment when I had been “burned” in a 
purchase. It was really quite simple. I 
wrote a letter to the president of the 
company. In my letter I didn’t subject 
Mr. Top Executive to attack; on the con- 
trary, I sympathized with him. My posi- 
tion was that he was totally dedicated 
to service to his public and when any- 
thing went wrong, as it had in this in- 
stance, it was due entirely to the frailties 
of subordinates. 


E. B. Weiss 


s I got some rather remarkable re- 
sponses back in those days, including 
one or two that looked suspiciously as 
though they had been tear-splotched! 

Today, I’m pretty certain even that 
dodge wouldn’t work. Chances are the 
letter would never get to the president’s 
desk. If it did land there, by some sec- 
retarial mistake, it would be promptly 
routed to the complaint department— 
and the mill would proceed to grind with 
a total disregard for the humanities. 

I was reminded of all this months 
ago—last spring, in fact—when I re- 
ceived a wonderful letter from the pres- 
ident of the large oil company that sup- 
plies our home with fuel oil. Somehow, I 
misfiled the letter, and it wasn’t until a 
few weeks ago that I stumbled across it. 
I think it is not without significance 
that I re-read it, so many months later, 
with the same almost profound apprecia- 


tion with which I had read it when it 
originally was brought to me by our 
much overworked postman. 


® The letter was obviously a form com- 
munication. But it was very neatly pro- 
cessed. And while the signature of the 
company’s president, which it carried, 
had obviously not been hand-penned, 
there was a ring of sincerity in the letter 
that made the mechanical signature com- 
pletely acceptable. 

I would like to have the circumstances 
particularly noted. The letter was from 
a home fuel oil supply company—Hoff- 
man Fuel Oil, operating in Stamford 
and in other parts of Connecticut. (As a 
matter of fact, Hoffman supplied us with 
fuel oil for 16 years at our farmhouse in 
Sherman, Conn., and that included the 
difficult war years during which their 
wonderful service never faltered.) Walt- 
er Werner is president. The letter was 
sent out in April of 1958—at the end 
of the home fuel oil season. This is a 
vital point, because here was a “thank 
you” when the customer was about to 
become seasonally dormant, which is pre- 
cisely the moment when so many busi- 
nesses forget entirely about the customer. 


s And now—the letter: 
Dear Customer, 

Isn’t it wonderful . . . spring is popping 
out all over! But before you forget all 
about winter...we’d like to get in a 
couple of words—THANK YOU! 

All of us here at Hoffman Fuel—driv- 
ers, service men, office staff—we all 
want you to know that we appreciate 
your confidence and good will. We cer- 
tainly enjoy doing business with you. 
Naturally, we hope the feeling is mutual. 

Hoffman’s Minute Man Service aims to 
make you one of the most comfortable 
families in town. Have we succeeded? 
If you have any comments to make 
about our service...or any questions to 
ask about your heating, won’t you please 
jot them down on the enclosed post-free 
card? We’d like to hear from you. 

Again, many thanks for letting Hoff- 
man take care of your heating needs 

. . and best wishes from all of us for a 
good summer. 

Sincerely yours, 
Walter Werner 
President 


I think that’s a good letter; a mighty 
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| Pictorial Living in 


: The Chicago American 
Ss SEXOT I 


| ... and getting hotter 


every Sunday! 


The figures are in for the first 10 months of 1958 and 
Pictorial Living, The Chicago American's locally-edited 
Sunday roto magazine, makes a mighty impressive show- 
ing on all counts: 


*Total advertising —63.6% linage increase, 
largest of all four Chicago 
roto magazines. 

*Retail advertising —Largest gain of all four, and 
better than nine times the 
linage gained by the only 
other paper to show an 
increase. 

*National advertising—Second largest linage gain 
of all four papers. 


What better proof that Pictorial Living in The American is 
a “hot” book... that Pictorial Living is producing results 
for both national and retail advertisers (who repeat and 
repeat)... that Pictorial Living’s Starch-proven higher- 
than-average readership means bigger sales... 
that Pictorial Living is THE BIG BUY in Chicago roto 
magazines. And if you think we're hot now, just watch 
our smoke in the weeks to come! 


All figures based on Media Records 


THE CHICAGO AMERICAN 


CHICAGO OWNED ® CHICAGO EDITED ® CHICAGO DEDICATED 


Hearst Advertising Service Inc. 
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good letter. 

It warmed me as well as did Hoffman 
Fuel all winter—and that was to perfec- 
tion. 

And it made me wish then, when it 
came in, as it does now as I re-read it, 
that big business would not withdraw so 
completely from the individual customer. 
This may be the era of mass marketing, 
but even mass markets are made up of 
individuals. 

I understand that great politicians 
never forget that the public consists of 
individuals. I rather doubt that a letter 
to James Farley, as a typical example, 
ever gets the cold treatment that is too 
typical of the attitude of so many of our 
large advertisers; and I understand that 
over the years our former Postmaster and 
President-maker has received—and an- 
swered—thousands upon thousands of let- 
ters. 

Probably I’m at that advanced eld age 
when I look back with too much longing. 
Could be. 

And yet I note that Hoffman Fuel is 


G. D. Crain Jr. Says... 


an extremely successful company; it is 
a large organization with all of the prob- 
lems of bigness. But in the years that 
I’ve been a customer of Hoffman Fuel 
I have always been given the very 
strong feeling that I’m a very important 
customer. So it can be done, even in 
this automation age. 


® I like to believe that I have been one 
of the leading advocates of the robot— 
where the robot belongs. Certainly I 
wrote about automation in this publica- 
tion over five years ago—at a time when 
the marketing world had scarcely heard 
the word. 

But the customer isn’t a robot—and on 
this occasion this particular burr-under- 
the-saddle wants to assume a more 
pleasant mien and extend his compli- 
ments and best wishes to Hoffman Fuel, 
a big company that is big even in its 
attitude toward each of its little custom- 
ers. 

I hope I get another warm letter from 
Mr. Werner come this spring. + 


Pharmaceutical Advertising to Doctors 
Needs No Apology 


Health service standards in the U. S. 
are the highest in the world. This is due 
both to national prosperity and a broad 
distribution of national income, and also 
to the great contributions made to pub- 
lic health by the medical profession, 
medical schools, hospitals, public and 
private research and the work of the 
pharmaceutical companies and _ others 
who provide the drugs, equipment and 
materials used in all phases of health 
service. 

In view of this favorable picture, it is 
rather astonishing to find the medical 
profession and the pharmaceutical man- 
ufacturers under attack in a recently 
published book, “The Doctor Business,” 
authored by Richard Carter, who is re- 
ported to have been employed at one 
time by the well-known pharmaceutical 
house of Charles Pfizer & Co., famous 
for research and development in the 
broad field of antibiotics. 


@ The charges which Mr. Carter makes 
seem to be based primarily on the fact 
that advertising is used to bring infor- 
mation regarding new and improved drug 
products to the attention of the medical 
men, and that as a result the doctors 
prescribe these drugs in the treatment 
of their patients. 

Just why this should be considered 
bad from the standpoint of the public, 
which benefits from the rapid dissemina- 
tion of good news regarding improved 
medical products, is hard to understand. 
Apparently Mr. Carter disapproves of 
the part played in this process by the 
American Medical Assn., whose weekly 
Journal carries advertising volume to- 
taling $4,000,000 a year. Because adver- 
tising of this kind is effective, as far as 
acceptance by doctors of new drugs is 
concerned, Mr. Carter castigates them as 
“shills” for the pharmaceutical industry. 

The AMA of course has no monopoly 
of drug advertising, as there are hun- 
dreds of medical journals, and many of 
them are more than ordinarily success- 
ful in attracting advertising to their 
pages. In addition the pharmaceutical 
houses use a tremendous amount of di- 
rect mail, including house publications 
of exceptional quality in design and con- 
tent, besides having detail men call on 
doctors to provide samples of new prod- 
ucts and explain their applications. 

Some medical men don’t like to admit 
that they receive professional informa- 


tion from commercial sources. In fact, the 
AMA Journal has published articles by 
doctors who object to the amount of ad- 
vertising of new drug products carried 
in the medical journals. But experience 
indicates that the majority find pharma- 
ceutical advertising, most of which is 
highly factual in content, useful in point- 
ing up the value of new drug products. 


@ The introduction of a new drug is 
not automatic, as far as the AMA is 
concerned. Its Council on Pharmacy 
passes on all new drugs, and must ap- 
prove them before they are acceptable 
for advertising in the association’s jour- 
nals. Obviously these new and better 
products are the result of large scale re- 
search, not only in the laboratories of 
the manufacturers, but clinically, since 
they are tested carefully and over long 
periods before being introduced to the 
medical profession generally. And they 
must pass the scrutiny of the Food and 
Drug Administration before they can be 
put on the market. 

The drug companies contribute to the 
research work of universities and hos- 
pitals, both by outright grants and by 
contributions for research in_ specific 
fields. While the total amount of research 
done by the industry has never been 
calculated exactly, and varies widely 
from company to company, because of 
differences in type of operation, it is 
one of the largest factors in operating 
costs. It represents the constant effort 
of pharmaceutical manufacturers to de- 
velop and test new products which will 
aid in the successful treatment of the 
sick. Obviously it is a basic approach to 
market development and expansion. 

Doctors want their patients to get well, 
and do all they can to expedite their 
recovery from illness. They use all of 
the modern aids to diagnosis, such as 
X-rays and laboratory tests, and they 
employ drugs, new and old, which seem 
to be indicated, along with physical 
therapy and other modern health serv- 
ices. In applying their professional 
knowledge to the treatment of disease, 
they are performing their jobs to the 
best of their abilities. 


® Does this make them “shills” for the 
manufacturers of new drugs, such as the 
sulfas and antibiotics which have en- 
abled doctors to fight infections so much 
more successfully today than formerly? 


saan ea 


The doctor has no financial interest in 
the sale of the drugs which he prescribes, 
and his only concern is to use medica- 
tions which will help the patient to get 
well faster. 


s It may be true, as Mr. Carter says, 
that sometimes penicillin and other anti- 
biotics are prescribed when not absolute- 
ly necessary. Often doctors are impor- 
tuned by their patients to use the newer 
“wonder drugs,” which have been widely 
publicized, even when they are not 
absolutely necessary. But this is a prob- 
lem in human nature. 

Basically the research which develops 
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new and better drugs and the advertis- 
ing which makes them familiar to doc- 
tors represent a valuable service to the 
public. Certainly the generally im- 
proved health of Americans and the 
gradual extension of the life span of our 
population indicate that the service has 
been effective. 

Mr. Carter can hardly be opposed to 
progress of this kind, even if he doesn’t 
like organized medicine and would like 
to see the government play a larger part 
in the medical, hospital and health serv- 
ices of the nation. This book may, in fact, 
be an indirect plea for socialized medi- 
cine. = 
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1. During the 24% years that this col- 
umn has appeared here, readers have 
seen many different easy-to-draw 
symbols of faces, to clarify meaning 
in roughs to art. Degrees of emotion 
wanted. 


3. Simple perspective diagrams have 
been shown, aiding copy to think in 
terms of a point of view. 


DRAW A GRANMA 
ON A WHITE 
Hose 


5. We have never even approached 
the sabject of “How to do layouts,” 
but have tried to stay in the realm 
of aids-to-idea-creation and simple 
ways to aid the art department by 
pre-visual, pre-layout thinking. 


Next Lesson: “Some Notes 


Reading time: one minute 


A short summary of Drawthinks 


KS 


Fe 


2. These expressive faces, when added 
to lively, appropriate bodies, give 
copywriters greater freedom in de- 
veloping visual concepts for instruc- 
tions or discussions with art. 


4. We have discussed the value of 
working with visual elements, using 
scissors and paste, especially for those 
timid souls who live in fear of any 
attempt to draw at all. 


6. We also one time founded the 
SSPICAR (Society for Simple Polite- 
ness in Copy-Art Relations), pointing 
out that instead of saying, “Who did 
this, your apprentice?” it would be 
better to say, “Who did this, your ap- 
prentice, sir?” 


on Humor in Advertising” 
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Miller 


Paul 


Osborne 


Amyx Thompson 


Elber 
RADIO-TV PROMOTERS—This group of promotion men gathered in St. Louis for the third 
annual convention of the Broadcasters’ Promotion Assn. includes Paul Miller, James 
Suson Agency, Dallas; Dick Paul, WBRE and WBRE-TV, Wilkes-Barre; Dean Osborne, 
WSPD, Toledo; Andy Amyx, WTVH, Peoria; Corey Thompson, CKVL, Montreal; Sam 


Pedersen 


Paschall 

Wallace 
Elber, WGBS, Miami; Roy Pedersen, WDAY, Fargo; Walter Paschall, WSB, Atlanta; 
Bruce Wallace, WTMJ, Milwaukee; Arthur Perles, California National Productions, 
New York; John Keys, WMAQ and WNBQ, Chicago; Dave Kimble, Grey Advertising, 
New York; Martin Olson, WDSM, Duluth, and Dale Cowle, KDAL-TV, Duluth. 


Perles Keys Kimble Olson Cowle 


Appoints David Lawson 


International Swimming Pool ly with the Brand Names Founda- 
CoP White Plains, N.Y., has ap- tion, director of Loe relations. 


pointed David R. Lawson, former- Miller Freeman 
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THESE BIG ‘NAMES 


Nationally-known firms . . 
nation’s ‘‘big name” oil companies . . 


is both a rich, 
with one of the largest per capita incomes in America. 
Tulsa, where annual purchases of oi! field supplies and 


equipment exceed ne million . . 


lation of *337,000 . 


billion-dollar 


market! 


MEAN BIG SALES 


. home offices of many of the 
. mean that Tulsa 


responsive market and a steady market— 


Tulsa, with a popu- 


. is the trading center of a two- 


%Sales Management 1958 Survey of Buying Power 


For More Business, Use the Oil Capital Newspapers 


> TULSA WORLD | 


MORNING 


= TULSA TRIBUNE 


SUNDAY 


EVENING e 
Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 


Opens British Office; 


New Book Bows 


San FRANCISCO, Nov. 25—Miller 
Freeman Publications, which last 
summer appointed a Eurepean op- 
erations director in Cologne (AA, 
June 2), has now expanded that 
operation with the appointment of 


Bernard W. Lansdowne as ot Ses rab 


United Kingdom manager. 


Mr. Lansdowne, formerly editor | 


of the British Gas & Oil Power and 
recently senior account executive 
with Roles & Parker Ltd., a London 


agency, has set up Miller Freeman! 
| headquarters at 130 Crawford St., 
| London. 

He will be concerned primar- 


ily with representing Lumberman, 


| Mining World and its export edi- 


tion World Mining, Pacific Fisher- 
man, Pulp & Paper and its new 
international edition Pulp & Paper 
International and Timberman. 

The publisher’s European opera- 


tions director is Dr. Walter F. Vo-| 


geno, Kanstrassee 22, Cologne. 
Another step in Miller Freeman’s 


overseas expansion will be the | 
publication, beginning in January,| @ 


of Pulp & Paper International, a 
new monthly, which will have an 
initial controlled circulation of 


more than 4,000. A preview edition 


already has been published. + 


Ivers-Lee to Keyes, Martin 


Ivers-Lee Co., Newark, N.J., has| 


appointed Keyes, Martin & Co., 
Springfield, N.J., as 


packaging. 
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FOOD FIELD REPORTER _ 
708 Third Avenue, New York 17,.N. Y. 


} The marketing newspaper forfood and grocery manufacturers 


~— Th ANGELES HERALD- EXPRESS 


<8 AR MR A ae 


This year, food and 
grocery firms launched 
16,500 promotions — an 
average of 300 per week! 
Backing these drives was 
almost $500,000,000 

in advertising! 


Food men everywhere turn 
to Food Field Reporter for 
news, previews and evaluations 
of food advertising and 
promotions. It is the one 
publication that focuses 

its editorial content 

on all aspects of food 
marketing. Beyond any other 
it is the publication food 
men quote, reprint, carry 
into plans meetings and 

use in their field selling! 


its agency. | 
The company specializes in unit} 
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WILL THEY 
READ 
TONIGHT? 


Tonight—in the mammoth, monied city of Los Angeles— 
one newspaper will bowl over all its competition. 


The newspaper: the Herald-Express. It sells more copies 
(and more products!) than any other evening paper in 
all the West. 


Worth remembering . . . especially if you're out to bowl 
over some competition of your own! 


Biggest paper under the AFTERNOON sun/ 
Circulation: 342,000. Represented by 
Moloney, Regan & Schmitt, Inc. 


sears Seer ere Pe LGN ae eg lle eae joer Fn ihe. ees: 2 On 
7 ae a oN each , a Setar eee Be gail EY ve a ee? ee 
s 71 ih 
Advertising Age, December 1, 1958 em lt 
! ik ite Tilg ae i ? . 7% 
5 at oer ct eee = % . . e 4 
’ “i - ee ‘: " * g oe 2 "tw, -. : ‘ j 4 7 
' % - hs a fs 7 iy ig * z , 4 “ ae oe 
: és 26 a i te 1 ; a J _ oe eS : ae 4 7 wir 
i f 2 Pe ; ee = ; i oe b ; f i F ae eg 
} a5 ¥; — 4 jm ex Fes —_——, . 7 a oa 2 oe 
“, : Ne te 1% 1 R Le re or 4 4 a8 an Biren, ie ie € ke aoe Se : a £4) | Fag 5 ia ee: 
M ‘oP oe : : . aoe: Pec i me - E - freee < ee es ic alee ; ary - oa ac 
4 eS eee te Sas fk 5 le . oo 4, ao oie Bo | ke aA a na ae: ee 
4 fy ; aE 4 aa a Sater ae a aes . : Ret) i od Ee a : hn . Boer ‘ 3 cain 
: Ms os : ie — eee — ae = ea eae t we 
f ea ne ee = oy \ > BLaRVEm ack f di, iS ee i ey a. ce 7 e cy ) nie Sf ot? agai ies Bee he ee = 7 pea 
cit 3 45 ef ioe ie ees ee tea pas - — BEN baa Cp a ie agile cial eee a i re, a j cee 
‘ | ae te - bc am oi eae Nee oe, M.S vee oe ‘ ate 
‘ 4 ee. Wieder an ae eli Pd FE - a a ee Pe Be) ae) ed iad 4 ris 
4 Fe. : : eee als Re. 2 ae 4 ea ge 5 el po Ms : - 7 a a 
‘ 4 bi eet s eee “ie eee, ¢ f ha : He : med ote aor, i "7 a 
. . 1 Pas ‘ OY oe = ei 2 mel 5 * eee e se aeiie au 2 Pe fer mt 
' ea : a ie : \ a ae ee . ae a) i sae ch cage a 2 ae a 
aa - ee eee Ge ia a ae een ay sf ae Pile Cie Biase! 
" Sin ee eee eee oe, za Re ae =e ee, ; me 
”" fe) (nce aan ee ene 7 each, tis ete ACA ee tees 0 Ra oe age ee * aR Sea. ee Oss ‘ ha Ea eas 
= ni ‘Se pues ho aes ; - ea cha e oo a oe ean 3. SA , ee : - oe, 
oe ere fee ates ae 7 
ce Serre sa, ins aie cue aaa a é .S er: 
or 3 ee 
4 om 
as 
i 
Bi 
nee 7 Bes ly 
; ss —_—_——— —_ = ee i 
ERNE i aa - Re ae 
¢ cameron ee , = ee am eae . — ae 
a j — a "oe } : Fe m4 is cs Line id 
| a ieee Sam waa 
la y Vie 4 oe Oe 7 cial 
RIS,’ eo ay + i 
. ~- ” a m2 ’ Jae De fa 
Pe at a "7 oY « ce mis 
, et) pace QRa, BISONS me > i 
. TER ge ATLAS LIFE sonra Be Phas ee peace . gi . rake We te Fh, he cd 
—e SKEL wre a gc even Ca! Sean tate SR ee A ‘Cisse Gas Fig 
~ GULF eee ey, as vA NS! ie 
EN atts Dn Se ee Di ae ay Nia VG We RY ECs 
= ws = a . \ — K «pani Si i te Se eee A &. » 
i. wr ;  . ie . > ft a ‘ “a “ i eee Tees, — 
Fee 7s ' 7 ae 
a he mee. j rr Nea sci) 
Sete Te ee oe orn tie jus 
- oT a es ye" ‘ ~ . 5 AMER Ce CO UNENT bad ae zee * bate \ the : oe et 
ee SS A . oes Sa a a 
ie A eee ee Bien: | Rect et Se . 
at = ri Teer 2 ees ng a Ee pe cata , ae 
aye — -% ik ied a == ei he hi,” § “™s tates o\ Peart 
3 ° oa yaa ‘ Petey te. Ce Gam,” iw by Tithe a 0 oe ee eee ef A) 4 NINES | ee 
fhe —_ ~ sa (2 [ie a ae ig soon fa 6 Mad ats th oe Om = y we eS Ne eae 
.< fe : — 7 $ ~~ bOa | . . fi “f tae q le a % TS vat ae ~ i, OES g 
EB » So A Pid Ae ae a j when we sn : “i he BN ee ate “Bi eh 
eT a 2 Se eee ae be — ae ae cS +: 1 Hh ip Sj Sheer iat me 2, te een eneN | oe epics 
a ae °)) get a. cee te ae et tingi “ip Gara ae VDOT Lie ane ibe 
ee - wi Soaaalh _;, A > he . a taht i ; Gere reroarae TE NSy: 5 WS ae ¥ NSA i age eee 
io: e =f we ; aE Pete ms Ne Sale eg A ‘ Ya it Pe 2 man :. = < -—¥- cogs | iy Laverty pita eae a 
. — we “ir. See Pac. ya an ee saa, 2+ —-- >< a i=) Gai Sf ant ee 
e. <3 ee ~ Pepe’ OFS mn ay A pana Fe eae te ; eed defo KenL Big 
. i e. ee. ge ee a be oer F F, . , Wee “os aie aE ad wre ~ 0 Q ae Cane aes 
if 7 m —_ a a | 3 —_ Mt : 
- hala ’ “et Pan Ty es. — “ shite ig ee 
es ‘hi ia =P ° , d c Hees 
- ee i > 4 gears ie pte of , pare a 
re Y ata AD amo Bot af ALS tee jie 
p Ze ee ps ~' eas Nps) Kee 
é v i ile ~~ af ae : bY ou, hee a i ea } 
be Jaa Hii ol... 2 | etek Pe i 
a of ) Some ae 2 a i ae eh Cin Sb A ? hie ene 
eet NON Gaaeroy ae or ave? Ga Prin te F rte ‘a8 
RO teal PS Sica 6 4 AN neta cs 
Sa Any ee ee ne f ; < Bre No LSet oa Ue 
A quae: 4 al Oe a : 
‘ ad ae i oe he i a 5 p ey es ait 2 
s Sat SS = Tees +. : ' iq TIS vi 
= thy, ph » Cy, he Be i ays woe 
Z my te han i. Sa a ~<a aa oe es oyit™ 4 : 
Apes tas * an at bie eat — . “Aee 
ZS hh Bee —— . on ae pews ’ 
> oe. 7 OE eh we at pe tar ky) Nek, * . P 
A> Nao. stay - ‘ Ld ae 
ee es aa AS Be Ck de ° ie aT 
—_— Fad 7 7% 4 . os — 
ee . “a. ae Ros: 
ns MT * os ES a * see 
3 ; A Cet 
__ yt i nak ages SER a veh 
_ aie , * es x ES oe 
$ 4 » : ae | — 4 eure" 
Ps : . a Me) > 4* 
a : ." vy ‘; " » " = aa 
tae . —— . ’ 8 
; ln EI al oF" 
oe bane - : Ss) 
ir Xin ig aN: aa aaa a i i) a I ; | 7 ~ — 
Se ee ee ee ees | . es 
te ne 2 F “aise 
NTE si MN <P I IR ae 
ec Oi age oe gh tS : aa 
ser - be RR ; a 
PER a SESS Net ce & cane wee aS 
oa qo Sue sl 
=  \ ia Aa WS st Ea, Se 
e A 
Eig ot a ; ANN we yout Se 
rey t ; oa oe ay : | <8 yt « ADs | A 
‘4 ee Weness ~ be gett ' we 
oN ce 
; ; ee 
\ccunmaane pannel nae buna : e 
a 
| 16,500 — ‘ 
- OVER 16,500 7 
eo Saka arabia ASAE i“ 
= ie 
Pe i : 
: SUPERMARKE | 
PROMOTIONS 7 
: ae 4 ee 
~ t re 
te sae £ * 
b A re eed awed Fs | : 
. . - poe . . alee ; | 
—s . “ - - : OF. " 
.- se " * 
ts ; Le’ — a 4 smn a ca PHL ap ee es, 
4 jn a ‘ he 
: a e 
Ba ee “ pte 
Te it wt ; i ° a is 
oS he am ye ee i ice eS ON eee ae 2 ee, ee “s 
SS ed eee Me Re ‘ 
ohh eau : es ETE ss 
ialorsedecn ib tik Rick Ss baie a ene ae: oe 
, ; : Rate sees ee ne eaeant hake egy we ee Ree Gee ae 
ee eee en TPL ype tani ettace ese) te lets $e 
one . “Dek BERT Se ey CME eae ae) A ae pies pe katy cates Pee 
Bra me ee ee a wage 4 eR en rong hee ce eer Saree gene erase ag FS ON 
‘ ‘ : = 7ifs = Bic res _ By er ane ad eae rte oo ee ean NS ae 
oe a arc oe i A ao Ny a 


72 


Urges Local Breakdown of 
TV to Combat Criticism 


To the Editor: A newspaper 
headline last week read: “Boy, 10, 
Shoots Woman—Tvy Method.” 

Everybody and his brother today 
feels free to take a swipe at tv— 
syndicated columnists, newspaper 
editors, and—particularly irritating 
—the legions of after-dinner 
speakers who jump on the band- 
wagon and repeat the tired phrases 
they read in the press. Current 


charges center around “nothing on | 


tv but westerns—and violence.” 
“Nothing on tv for the intelligent 
person, except for a few Sunday 
afternoon programs which the sta- 
tions can’t sell anyway.” 

From these accounts, one could 
assume that television invented 
violence, its programs interested 
only morons, and 99 44/100% of 
its programs were pure western. 

We became a little tired of this 
constant battery of sweeping 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


body remembers! 

Possibly I can enlighten you re- 
garding the slogan, which has not 
| ever lost its punch. 

It was written in 1914 or 15 by 
| Theodore (Dory) Cramer, then a 
copywriter in the copy department 


programs on Channel 2. I am at-| gram schedules and send it to their of N. W. Ayer & Son. (That’s an 
taching a copy of it for your infor- | local editors, so that criticism can advertising agency!) 


mation. With the program break- 
down, a letter over program 
director Gomer Lesch’s name was 
mailed to every newspaper editor 
in the area. 

I am happy to report that some 
attention has been paid to it by 
the major dailies. Armed with spe- 
cific material about one station’s 
programs, the response by editors 
so far has been constructive criti- 
cism, and understanding of our 
jamnoyance at the broad charges 
that there is nothing on Channel 2 
but westerns. 


|pointed out, as suggested in our 
letter, that while this station car- 
ried six hours of westerns each 


week, there were nine different) 


|program classifications with more 
|hours per week devoted to each 
category. 

Since ADVERTISING AGE reaches 


The reports in the newspapers | 


i on a local basis. This should 
help to lessen the tendency toward 
| sweeping generalizations. 

If television allows biased charg- 


charges will surely become bolder 
and more irresponsible. The re- 


which it will be the very devil to 
change. 


Judd A. Choler, 
Promotion Manager, WFMY- 
TV, Greensboro, N.C. 


'Here’s Further Research on 
“Walk a Mile’ Slogan 

To the Editor: According to Ap- 
| VERTISING AGE, Oct. 20, the great 
|advertising fraternity is frustrat 
in its efforts to track down the 
|origin of the slogan: “I’d walk a 


charges about tv's program struc-| Other tv stations, and editors as/ mile for a Camel.” 


ture and content. To combat this) well, you have an excellent op-| 


Imagine! Well, such is the sad 


seemingly growing trend, we com-/| portunity to urge other stations to| fate of most literary gems spilled 
piled a breakdown of a week’s prepare a breakdown of their pro-/|in the vast advertising pool. No- 


ee 


s 
| : 


TORONTO PUBLIC LIBRARIES 


Public Library Reports 


Ayer, through the splendid sales- 


{manship of Bill Armisted, brought 
Reynolds into the shop to adver- 
tise Camels and Prince Albert, “the 


es to continue with impunity, the Joy Smoke.” And advertise they | 


did—in newspapers and magazines. 
And “I'd walk a mile for a Camel” 


sult will be an unfortunate image was first used as a headline; it| der the sun 
of the tv industry in the minds of was repeated over and over again| to advantage dressed—what oft 
viewers—an undesirable image :n copy. Time: 1914 or ’15. Doesn’t| was thought but ne’er so well ex- 


|}anybody remember? 

Well, R. J. Reynolds, Bill Arm- 
| isted, Dory Cramer, Wayland Ayer 
and others who knew about the 
‘logan can’t be subpoenaed—you’ll 
1ave to take my word for the fact. 

Louis E. Seaber, 

New Canaan, Conn. 


‘Overwhelming Testimonial’ 
Tries Believability of Ads 

To the Editor: For the sake of 
| the sanity of the tremendous num- 
|ber of the non-advertising frater- 
nities in this country (and there 
,are millions), could we have an 
audit of the millions of consumers 
who took the trouble to contact 
the R. J. Reynolds Tobacco Co. 
objecting to the change in the fa- 
miliar package of Camel cigarets? 

It is a trifle unbelievable for the 
layman to comprehend millions of 
people taking the trouble to com- 


plain over a package change. It is| 
further difficult to comprehend the | 


full-page ads in newspapers placed 


by the R. J. Reynolds Co. con-| 


cerning this “overwhelming testi- 
monial to Camels.” These are the 
things that try the believability of 
advertising. 
L. J. Cullen, 
Tee-Pak Inc., Chicago. 
- + . 


“= Here's the Lineup of 


BUSINESS PAPERS SUPPLY OVER 757 INFORMATION THAT COMPANIES REQUIRE 


Last year 58,000 people used The Hallam Room at the Toronto 
Public Library. On file there are issues of several hundred Canadian 
business papers and house organs. A survey of 6000 firms in Toronto 
showed 45% consult the library 1 to 5 times a year and over 75% 
of the information they want is found in business and trade pub- 
lications. The story is much the same in most large Canadian 


libraries. 


The McGill University Library School Documentation Seminar 195% 
stated: “The pre-eminent position given to business publications 
has long been recognized . .. libraries have for many years devoted 
attention to providing the widest access to business publications”. 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellington Street W., Toronto, Canada 


... circulation independently audited 
. » « edited to highest ethical standards. 


Dinnerware Offers 


To the Editor: On Page 99 of 
your Nov. !0 issue under the head- 


Advertising Age, December 1, 1958 


\flew!” which would suggest a 
pleasant trip. The logo is NOT hid- 
den. The body type invites read- 
|ing. The illustration is an atten- 
tion-getter and is pleasant to look 
at . . . altogether a pleasant ad 
that invites reading. 
L. M. Griswold, 
Griswold Advertising, Sacra- 
mento, Cal. 
a . © 
‘Concept of Silence,’ Basis 
of Collaro Campaign 
| To the Editor: Alexander Pope 
said it: “There’s nothing new un- 
... True wit is nature 


pressed.” 

| All of which is by way of com- 
|ment on a note to AA from a Rum- 
lrill Co. account exec showing 
| similarities between a 1956 Strom- 
| berg-Carlson ad and a 1958 Collaro 
|record changer ad (AA, Nov. 10). 


showed a man sitting in front of 
a big tree (hiding some little 
|trees), saying “How to find the 
| perfect hi-fi in the forest.” 

| The Collaro ad (part of a cam- 
paign) shows Ralph Bellamy sit- 
ting in a forest glade and the 


headline is “Collaro—your silent 
partner for stereo.”” Purpose of the 
settings in all of the Collaro ads 
is to dramatize the concept of si- 
lence. 

As the enclosed tearsheets show 
—the ads also place Bellamy on a 


ing, “Ad Detergent Drive to Stress| & 


In-Pack Dinnerware,” you men- 
tion that Colgate-Palmolive is the 
second company in recent months 
to package dishware in soap car- 
tons, and that last July, Lever 


Bros. introduced Extra with china- | 


ware. 

May I correct you to state that 
Colgate-Palmolive was the fourth 
company and Lever Bros. the third 


;jcompany to package dishware in | 


soap cartons. 

In July of 1957, Procter & Gam- 
ble introduced Tide with china- 
ware in the Province of Quebec 
and the Maritimes, and followed 
this with the introduction of Bonus 
with chinaware in January of 1958 
in all areas except Quebec and the 
Maritimes. Following Tide in Que- 


Bourbeau Inc. 


straight; the order was: 

Procter & Gamble 

Savonnerie Bourbeau 

Lever Bros. 
| Colgate-Palmolive. 
} R. P. Beadon, 
Director of Advertising, Proc- 
ter & Gamble Co. of Canada, 
Toronto. 


Debates Armstrong's Choice 
To the Editor: “From an Art 
Director’s Viewpoint”—Oct. 20—I 
think Andy Armstrong should go 
back to school and learn some of 
the basic principals of advertising! 
EL AL’s ad which he was prais- 
ing has a headline that says: “The 
last 2 hours are the longest.” This 
suggests a tiresome journey. The 


inch of the page and almost defies 
reading. The type matter smothers 
the logo. 

KLM’s ad says: “The time just 


bec, was Granix with chinaware, | 
manufactured by Savonnerie | 


Let’s therefore keep the record | 


copy is jammed down into the last | 


ott ved 
Sterec 
tT 20 


silent partner for 


Sepeetne ome natty: spe 
Tee at he 


eee co ee ne a Nn ee 


silent desert and up in the clouds. 

The background photos for the 
campaign were selected by myself 
and one of our art directors from 
several hundred photos—all sug- 
gesting silence. The fact that we 
| selected a photo of redwood forest 
(and I believe the Stromberg-Carl- 
son ad was a drawing of a large 
oak) can be charged simply to the 
fortuitous concourse of atoms. 

Martin Solow, 
Executive Vice-President, The 
Wexton Co., New York. 
7 * 


Editor in Rome 

To the Editor: Theodore Levitt’s 
inane rebuttal to his critics, 
printed in your Nov. 17 issue, only 
|confirms what I felt when I read 
'his original hogwash, and that is 
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that polysyllables do not a wise) able in their fields. 
man make. Even when used cor- “Speaking for our own paper, I 
rectly. accuse advertising agencies of | 

When used incorrectly, they’re | ‘creeping paralysis’ in not request- | 
doubly infuriating. At the risk of | ing specific marketing information 
sounding gritty, I should like to|from business media serving well 
point out to Mr. Levitt that argu-/ defined fields. 
ments may be delivered ad homi-| “GO-Transport Times of the 
nem but never ad hominum. West (BPA 25,129) serves the 

Saul Taishoff, truck fleet operators of the west- 

Walter Landor & Associates, ern states. Two years ago, feeling 

San Francisco. as you do, that we should work 
e with advertising agencies to pro- 

duce greater sales for clients, GO 
Speaking of Bags entered into a contract with the 

To the Editor: Here is as taste-| largest and best qualified group 
less a candidate for your “Adver- | of research men in the country 
tising We Can Do Without” series | | specializing in trends in trucking 
as I’ve ever seen. Kraft Bag Corp. ‘costs. We made the services of 
this group available to advertisers 
interested in specific information 
on truck operations in the western 
states. In two years only three 
agencies have taken advantage of 
this free service. 

“General marketing information 
is more often misleading than | 
helpful. In our opinion, however, 
the lack of interest shown by 
agencies in documented cost and 


market information on their cli- 
ents’ products will hasten the end 


available.” 
James M. Sterling, 
Editor, GO-Transport Times of 
the West, Los Angeles. 


* + - 
Diamond Alkali Gives 


Employes a Product Lesson 

To the Editor: While encourage- 
;ment of employes by company 
management to give an “assist” to 
the sales force is neither new nor, 
novel to public relations and sales | 
promotion practice, we’re passing 
along the attached Diamond pay- 
roll insert on “It Works Both Ways 
to Your Benefit” simply as a mat- 
ter of information and possible 
interest to you. 

As part of the general consum- 
ing public, our employes don’t see | 
or buy our products as | 
|Yet many “end-products” ma 
| uses, or needs, in his daily living. 
| depend on these chemicals in one 
way or another—for example, use 
‘of Diamond Perchlorethylene in/| 


drycleaning. 


In the marketing of our products, | 
of efforts by business paper pub-|this application offers the best op-| 
lishers to make this information| portunity we have for our em-| 


ployes to become acquainted with 
Diamond chemicals at the consum- 


|er level; hence, the attached mes- 


sage urging our folks to “put in a 


| good word” about Diamond Perch- 


lorethylene to their drycleaners. 
Arthur P. Schulze, 
Manager, Public Relations and 


Advertising, Diamond Alkali 
Co,, Cleveland. 
7 2 +. 


Bostonians Aren't Ignored; 

They're ‘Selling Like Crazy’ 
To the Editor: We’d rather be 

knocked than ignored (Voice of 


| the Advertiser, Nov. 3). 


The shoes are selling like crazy. 
Victor P. Mangini, 
Director of Advertising, Bos- 
tonian Shoes, Whitman, Mass. 
oe 
He F inds ‘Em First 
To the Editor: Yes, it’s quite 
obvious where “the gal” is stand- 
ing...on her head, of course. 


( Read-Me-First 


73 


Hence the low angle. Notice that 
the image is inverted to the oper- 
ator, not possible if she were on 
her feet. Perfectly normal way to 
photograph a girl standing on her 
head (Reflex camera ad, Voice, 
Nov. 3). 

Thing that beats me is that I'll 
never be famous because I catch 
those things before they get out. 


| Hey! There’s a thought! 


Donald R. Borthwick, 
Grant Advertising, Detroit. 
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power of four color process 
pictures on your ENVELOPE 
(and letterheads, too!) 
FREE KIT when requested on 
business letterhead 


Top quolity . . . bottom prices 


Colortone puss 
Color Stationery Specialists 


2412-24 17th St. N.W., Wash. 9, D.C 
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published this in the November 
Pit & Quarry. 

Unimaginative trade paper ad- 
vertisers have been selling girls in 
lieu of products for years. But this | 
advertisement is unsurpassed in| 
crudity. 

This company ought to worry a 
little less about the appearance of 
its bags and a little more about its 
own appearance. 

John P. Walker, 

Account Executive, Roche, 

Williams & Cleary Inc., Chica- 

go. 


Former Student Amplifies 
Groesbeck Biography 


To the Editor: In your biography 
of Kenneth Groesbeck in connec- | 
tion with his article, “We need) 
less worry and more work,” you 
state that he was graduated from 
the College of the City of New 
York, made Phi Beta Kappa, got 
his Master’s degree at Columbia, 
ran his own agency, and finally 
became vp of McC-E and R&R. 

There is something else you could 
have added to this biography. Ken- | 
neth Groesbeck did a short stint 
as a teacher of English at Town- 
send Harris Hall, which in its day 
was the finest high school in New 
York. His students all agreed that 
the most inspiring teacher in the 
whole school was Kenneth Groes- 
beck. Having been one of his stu- 
dents I can attest to the truth of 
that statement. 

It is a long while ago that I sat 
at his feet, but I still remember him 
with affection and respect. Ad- 
vertising’s gain was definitely ed- 
ucation’s loss. 

Joshua S. Epstein, 

Doyle Dane Bernbach Inc., 

New York. 


Says Agencies Don’t 
Make Use of Service 

To the Editor: You may be in- 
terested in the following letter 
which we have sent to S. Robert 
Freede of Reid] & Freede, Clifton, 
N. J.: 

“Dear Mr. Freede: 

“In the Oct. 20, 1958 issue of 
ADVERTISING AGE I read the report 
of your recent talk to the Assn. of 
Publishers’ Representatives accus- 
ing business papers of ‘creeping 
complacency’ by not providing 
advertising agencies with the lat- 
est marketing information avail- 


x ew 
‘eee: 


short slices of life and thoughtful, penetrating news. 


timely, informative and entertaining. 


Write, wire or phone if you'd like an audition sample. 


What Do Wou Hear 
E*rom Kansas City? 


It's probably the clean, exciting new sound from Signal Hill... 


WDAF radio... a perfect blend of melody to live by, minute- 


This combination does indeed bring a new sound to belabored 
ears in our huge six-state territory. It’s the kind of sound you'd 
develop if you owned the station .. . not too high and mighty... 


not devoted to any fad, whether it’s gavotte or gutbucket.. . just 


You ought to sample our new sound for your product. The Christal 


Company men have tapes of any time segment you'd like to hear. 
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Along the Media Path 


“Znorck” is “the intrinsic quali- 
ty that a radio station possesses 
that lends an aura of credulity and 
sheer delight to all who lend their 
malleus, incus and stapes to said 
station. This in turn ultimately 
leads to further manifestations of 
devotion from this same auditory 
stimulus to the extent that one 
clutches for the nearest instrument 
whose sole purpose is the recording 
of conscious thought on paper.” 
Thus does WRCV, Philadelphia, 
announce a mail pull of 24,301 
pieces by its personalities during 
a ten-day period. In the folder 
WRVC explains that “Znorck” 
means something like “Wheeeeee.” 


e Life en Espanol and Life Inter- 
national will publish special issues 
devoted to American entertainment 
on Jan. 26 and Feb. 2 respectively. 


Write for FREE SAMPLE 
of an exotic plant 


‘ne the interstate highway system. 


Subjects slated for major treatment | 
include jazz, Marilyn Monroe, tv 
and Mack Sennett, Life Interna- 
tional Editions says. ’ 


e A $1,500,000 modernization and 
expansion program is planned for | 
the Winston-Salem Journal & Twin 
City Sentinel. All work is sched-| 
uled for completion by Nov. 1, 1959. | 


|e The Record & Journal, Meriden, | 
Conn., gave a buffet supper and 
meeting geared to the theme “A 
Better Business Climate in Meri- 
den” for local business men. 


e For the third time, American 
Druggist has printed on its front 
cover a “poster” which can be 
| displayed in drug stores’ prescrip- 
tion departments. The poster ex- 
|plains that “Federal law bans the 
| refilling of prescriptions for certain 
|drugs without your doctor’s [con- 
sent] ... We'll gladly contact your 
doctor for you. . .” 


|e Farm Journal reports that its 
| screening process for subscriptions 
|is paying off. 77.6% of the house- 
| holds reached by its central edition 
are now farm owner or operator 
households compared to 65.2% 
shown in the current Starch con- 
sumer magazine reports. National- 
ly 69.4% are farm owner or oper- 
ator households, compared to 61% 
|in the Starch reports. The new fig- 
jures were released recently by 
| Daniel Starch & Staff. 


|e The Journal Star, Peoria, II1., 
|will publish a special dedication 
| edition on Dec. 10 to celebrate the 
|opening of a new bridge and link 


e WOW and WOW-TV, Omaha, 
|plan to combine their operations 


|in a new building at the site of the 
‘present tv building. 

|e On Nov. 24, Billboard released 
its annual “Cavalcade of Fairs” 
edition which consisted of 216 
pages, up 32 pages from its pre- 
| vious alltime high. It carried 158,- 
400 lines of advertising. This year, 
|for the first time, the edition was 
printed on offset instead of news- 


Soy 


Worlds Largest Supplier 
of Horticultural Premiums 
Please write attention ARTHUR ADAMS 


National Sales 
305 - 7th AVENUE, NEW YORK 1, N. Y. 


‘Remarkable 
ROCKFORD 


1ST CITY IN ILLINOIS 


When it comes to ROP color, the 
Rockford Morning Star and Rockford 
Register-Republic offer you the finest facili- 
ties in northern Illinois. Add a market 

of half million people used to reading 

and responding to a steadily increasing 
amount of fine newspaper color ads. The 
results are a top market for your product 

. .. top color work for your 
advertising . . . top results in 


sales of your products ¥ e A 

or services. AT THE 
Tor 3 
IN ILLINOIS 


et 


rom 


ROCKFORD MORNING STAR 
Rockford Register-Republic : 


re ee wet a 
‘ ae ge ere es 


e 
a. | 
Sylvester Schluembach Reynolds 
THERE GOES...—Wallen J. Sylvester, vp, and Trudi Schluembach, 


radio-tv director, both of Gerst, Sylvester & Walsh, Cleveland, re- 
ceive an invitation from “Master of the Hunt” Dick Reynolds, KYW 


Advertising Age, December 1, 1958 


McCall’s January issue carries 
an 8% increase in ad columns over 
the January, 1958 issue and sets 
an 18% increase in ad revenue. 
The January, 1959 issue totals 156 
ad columns with estimated reve- 
nue of $959,066. 

Silver Screen reports that its 


| February issue shows a gain of 32% 


in linage and revenue over last 
year’s February issue. 

In a single week in November, 
Look received orders for 1959 ad- 
vertising totaling about $2,473,000, 
the publication reports. The pre- 
vious high week was in January, 
1957 when Look received insertion 
orders representing $2,202,000 in 
ad revenue. 

Reader’s Digest reports that lin- 
age in its international editions 
for 1958 ran 5.9% over 1957 totals. 
The biggest increase was recorded 
by the German edition, which car- 


| ried 246 more pages of advertising 
|}in 1958 than in 1957. 

The Daily Enterprise, Riverside, 
Cal., reports that it has almost 
tripled in circulation in seven years 
and combined with its sister-news- 
paper, the Daily Press, has passed 
the 50,000 mark in circulation— 
double the circulation of the two 
newspapers seven years ago. + 


disc jockey, for one of a series of Tally-Ho breakfasts given by the 
station for agency personnel. The breakfast menus include cham- 
pagne stirrup cup, kidney-beef pie and Eggs Brittany. 


| ‘Feedlot' Magazine Bows 

| Feedlot, a new magazine for cat- 
'tle and lamb feeders, will be in- 
| troduced in March, 1959, by Mil- 


print as in the regular Billboard | New York, tells the story of the |),, Publishing Co., 2501 Wayzata 


issues. The issue carried a special | 
price of $1. 


e KAKE-TV, Wichita, announces | 


that the first prize in its name- 
the-network contest—a share in a 
producing oil lease—had jumped 
in value since the contest was 
started. Originally it was an oil 
royalty or a cash prize of $1,000 
but new wells on the lease have 
brought up the value of the prize 
to a choice of $5,000 or the royalty. 
The contest, open to agency per- 
sonnel 18 years old or more, is 
designed to find a name for the 
three-station Kansas network. The 
contest closes Dec. 12. 


© The May issue of Town & Coun- | 


try will be devoted exclusively to 
Bermuda, Hearst Magazines says. 
The issue will mark the 350th 
birthday of Bermuda. 


e A promotion piece by Reader’s 


Digest says that its circulation hit | 


a_ peak of 12,679,805 in March. The 
ABC average total paid circulation 
including bulk for the six months 
ending June 30 was 12,184,516. 


e McGraw-Hill Publishing Co. is | 


offering for showing at sales meet- 


ings its new 18-minute, bkw 16mm) 
sound motion picture “Secrets of | 


Salesmanship.” Candid shots bring 
out the humor in familiar sales 
situations, according to McGraw- 
Hill. 


e The Radio Advertising Bureau, 
460 Park Ave., New York 22, has 
released a study by Pulse Inc. on 
radio and tv audiences in 27 major 
markets. The 12-page report is 
called “Adult Audience Patterns.” 


e A presentation book by WPIX, | 


1000 IDEAS 
OnLy $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you are sent 
sales-tested, profitable experiences . .. 
showing results produced ... as reported 
in the nation’s leading business and trade 
publications. Adapt them to your own 
profitable use. Worth many times the 
$10 you send ! 


BRIEFED 
400 Madison Ave., (Dept. A) N.Y. 17 


tv station’s “block program” con- 
cept. Programs are grouped in 
“Adventure Night,” “Sports Night,” 
“Mystery Night,” etc. 


e Department of New Laurels: 
Holiday reports that advertising 
volume already booked for the first | 
half of 1959 is running more than | 
12% ahead of the same period of | 
1958. For 1958, Holiday reports ad | 
revenue of $8,705,441, up 5% over | 
the $8,288,907 reported for 1957. | 
The 1958 linage total was 4,348 
columns, down 4.1% from 4,534 
columns in 1957. 


in Kansas City. The parade entry 


Blvd., Minneapolis. The publica- 
tion, with a controlled guaranteed 
circulation of 2,560, will appear 
‘five times next year. Basic one- 
time b&w page rate is $300. James 
E. Sharon, who joined the Miller 
editorial staff in 1957, will be edi- 
tor of Feedlot. 


Juno Names Carter of Canada 

Juno Co. of Canada, Toronto, dis- 
tributor of floor conditioners and 
vacuum cleaners, has named Garry 
J. Carter of Canada Ltd., Toron- 
to, as its agency. 


PROMOTION—An old fire engine represented one-year-old KBKC’s 
slogan, “The hottest station in town,” in an American Royal parade 


kicked off an eight-week promo- 


tion to celebrate the first anniversary of the station. 


SERVICE typ 


723 S. Wells St. « Chicago 7, Illinois «+ HArrison 7-8560 


“Where typesetting is still an art” 


get more out of 
the SERVICE-set 
job because we 
put more into it 


ographers, inc. 
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Advertising Age, December 1, 1958 


Sales of Chain Stores 


October % Gain 10 months 
1958 1957 or Loss 1958 1957 

Food Chains 
Colonial Stores S$ 32,753,739 $ 34,795,849 — 5.9 $ 365,765,905 $ 368,686,475 — 0.8) 
Grand Union ..... 38,970,978 32,737,113 +19.0 310,684,203 272,051,041 +14.2 

A ee 34,447 887 32,895,839 + 4.7 363,236,185 347,870,962 + 4.4) 
Kroger Co. ....... 137,877,384 133,534,747 + 3.0 1,482,298,311 1,395,304,673 + 6.0) 
eens seen 175,151,592 163,135,098 + 7.4 1,867,587,513 1,785,197,372 + 4.6) 

Group Total ....$ 419,201,580 $ 397,098,646 + 5.6 $ 4,389,572,117 $4,169,110,523 + 5.3 
Mail Order 
Sears, Roebuck .. 363,666,641 329,811,166 +10.3 2,797.979,028 2,772,749,225 + 0.9 
aa 13,038,896 12,724,744 + 2.5 97,062,427 90,835,145 + 6.9 
©Montgomery Ward . 110,006,386 106,799,282 + 3.0 767,429,015 755,946,301 + 15 

Group Total ....$ 123,045,282 $ 119,524,026 + 2.9 $ 864,491,442 $ 846,781,446 + 2.1 
Drug Chains . 
Oe 6.558.500 5,945,863 +10.3 59,277,227 53,689,438 410.4 
Walgreen ........ 22,349,160 20,566,526 + 8.7 210,560,585 192,797,539 + 9.2 

Group Total ....$ 28,907,660 $ 26,512,389 + 9.0 $ 269,837,812 $ 246,486,977 + 9.5 
Variety and Miscellaneous 
American Stores ... 67,817,737 63,529,147 + 6.7 499,822,730 473,344,427 + 5.6 
A. S. Beck Shoe ... 4,449,189 4,422,552 + 0.6 44,661,230 45,825,699 — 2.5 
Bond Stores ...... 9,243,826 9,864,976 — 6.3 19,874,622 20,952,926 — 5.1 
Butler Bros. ...... 15,986,930 16,305,986 — 2.0 137,000,089 114,587,770 +19.7 
“Diana Stores .... 3,510,415 3,082,620 +13.9 9,604,746 8.925.301 + 7.6 
Edison Bros. ..... 9,765,412 8,276,158 +18.0 86,267,711 79,199.515 + 8.9 
Fishman, M. H. .. 1,358,788 1,323,657 + 2.6 11,567,071 11,923,905 — 3.0 
*Franklin Stores .. 3,537,514 3,427,168 + 3.2 13,834,816 13,086,806 + 5.7 
Gamble-Skogmo Stores 12,096,087 11,052,181 + 9.4 98,131,443 90,898.712 + 8.0 
at ee 39,346,710 33,342,814 +18.0 306,384,162 290,839,858 + 5.3 
“Grayson-Robinson . 4,171,136 3,235,741 +28.9 12,996,135 10,533,224 +23.4 
Green, HLL. ..... 8,984,016 8,867,221 + 1.3 73,907,472 76,012,628 — 2.8 
“Hartfield Stores .. 1,636,881 1,643,980 — 0.4 14,708,439 14,462,114 + 1.7 
Howard Stores .... 2,574,642 2,677,710 — 3.9 19,223,447 21,462,018 —10.4 
Interstate Dept. 

DOD Sete sc.<s 5,515,859 5,418,600 + 18 44,559,592 45,657,310 — 2.4 
Kinney, G. R. .... 5,776,000 4,948,000 +16.7 52,036.000 46,167,000 +12.7 
 * ae 32,307,017 30,434,815 + 6.1 280,810,947 277,399,147 + 1.2 
. £9 Se 12,726,762 11,802,255 + 7.8 115,414,508 116,458,748 — 0.9 
Lane Bryant Inc 6.266,775 5,880, + 6.6 58,200,413 57.781,763 + 0.7 
Lerner Stores 15,367,594 14,379,525 + 6.9 121,892,760 125.332.695 — 2.7 
I a0 6042052 8,912,517 8,733,250 + 2.1 81,326,870 82,978,154 + 2.0 
McLellan Stores ... 4,852,296 4,646,152 + 4.4 40,312,061 40,723,788 — 1.0 
¢Mercantile Stores 13,778,000 12,934,000 + 6.5 104,208,000 103,280,000 + 0.9 
Miller-Wohi Co. ... 3,568,334 3,272,477 + 9.0 9,989,863 9.852.752 + 1.4 
Murphy, G. C. .... 18,036,234 16,540,913 + 9.0 152,075,027 154,175,659 — 1.4 
National Shirt Shops 1,721,828 1,720,977 + 0.1 14,415,056 15,615.353 — 7.7 
Neisner Bros. ..... 5,576,733 5,453,578 + 2.3 49,239,056 51,621,983 — 4.6 
Newberry, J. J. ... 18,243,380 17,289,211 + 5.5 160,745,302 156,864,540 + 2.5 
Penney, J. C. .... 121,667,264 116,676,204 + 4.3 980,971,900 979,076.322 + 0.2 
Rose’s Stores .... 2,785,802 2,392,328 +16.4 22,117,615 21,697,117 + 19 
Shoe Corp. of 

America ...... 7,651,369 7,353,622 + 4.1 66,772,368 66,395,204 + 0.6 
*Sterchi Bros. .... 1,487,586 1,464,459 + 16 11,067,310 12,164,433 — 9.0 
Western Auto .... 20,325,000 17,812,000 +14.1 184,352,000 182,180,000 + 1.2 
White Stores ..... 3,510,304 2,781,136 +26.2 36,273,648 29,053,855 +24.8 
Woo'worth, F. W. .. 71,470,747 67,094,338 + 6.5 641,272,723 610,407,574 + 5.1 

Group Total ....$ 566,026,684 $ 530,080,097 + 6.8 $ 4,576,037,132 $4,456,938,340 + 2.8 

Combined Total .$1,137,181,206 $1,073,215,158 + 6.0 $10,099,938,503 $9,719,317,286 + 3.9 
@ Three month period. © Four month period. © Nine month period. ¢ Eight month period. # Not 
included in totals. 

dising.” 


Perkins Lists 
32 Characteristics 
of Good Premiums 


New York, Nov. 25—Although 
total food store volume last year 
was $46.5 billion, and about 67% 
of it was done through supermar- 
kets doing more than $1,000,000 a 
year volume, still a great deal of 
misunderstanding exists among 
premium users about how to oper- 
ate in supermarkets. 

That’s what George J. Perkins, 
head of his own supermarket mer- 
chandising consulting company in 
Chicago, told the Premium Mer- 
chandising Club of New York here 
last week. 

Mr. Perkins contended that too 
few manufacturers and agencies 
give thought to premium prob- 
lems which supermarketers consid- 
er basic, and that poor acceptance 
is an inevitable result. He argued 
that the manufacturer and the 
agency often blame “the premium 
concept, rather than their own in- 
adequacy of knowledge of the 
basics...” 

He then listed 32 basic premium 
characteristics, or necessities: 

1. “It should not duplicate, but 
should differ from, any product 
normally sold in the supermarket 
channel.” 

2. “It must be something new, if 
possible, or have a new twist.” 


3. “It must be familiar, so that it | 


can sell on sight.” 

4. “It must be adequately pack- 
aged and/or have adequate or ac- 
ceptable presentation.” 

5. “It must be easy to merchan- 
dise. Awkward or bulky space- 
taking premiums are not accept- 
able.” 

6. “It must be easy to handle or 
be set up, by store personnel.” 

7. “It must fit into the fast-mov- 
ing pace of self-service merchan- 


8. “It should be quite general in 
its appeal, rather than of specific 
appeal; it should appeal to the 
masses rather than the classes.” 

9. “It should be slanted to people 
with average desires, tastes, and 
incomes.” 


10. “It must be a self-contained 
entity.” 
11, “It must be uncomplicated. 


Quickly and easily explained. Easy 
to use. Foolproof in its usage.” 

12. “It must be of highest guar- 
anteed quality of workmanship.” 

13. “It should be of utility val- 
ue.” 

14, “It must be a real value—a 
bargain.” 

15. “It must take up a minimum 
of space.” 

16. “It must bring a maximum 
return in dollar volume for the 
space it occupies.” 

17. “It should be a profitable 
venture for the supermarket. The 
average net profit in the supermar- 


ket is less than 1% on its total vol- | 


ume.” 


18. “It should have continuity or | 


series value and appeal, to build | 


Sheatter Shryp takes the skip 
out of ballpoint writing | 


‘Sheaffer Shaipriter —_™ 


ot wins 


ca 


eet eer 


MOVING FINGER WRITES—This animated spectacular on Chicago’s busy 

Outer Drive, installed for W. A. Sheaffer Pen Co. by General Out- 

door Advertising Co., is doubly animated. The hand holding the pen 

is in constant motion while copy, on an endless belt, rises. The pen 

is 20’ long and the hand holding it is 211717’. The endless belt is 52’ 
long, 6’ wide and weighs 600 lbs. 


repeat business.” 

19. “It should have frequent or 
continuing usage.” 

20. “It should have repeat poten- 
tial possibility.” 

21. “It should have a degree of 
consumption.” 

22. “It should have high sales 
potential.” 

23. “It should provide a definite | 
service to the consumer, or to so- | 
ciety.” 

24. “It should be timely, in the 
right season.” 

25. “It should help create con- 
sumer good will to the supermarket | 
outlet.” 

26. “It and its presentation 
should create colorful and exciting 
store atmosphere.” 

27. “Its manufacturer should’ 
have a history of reliability and/or | 
success.” 

28. “It should have or include 
employe incentive plans, which) 
might be optional.” | 

29. “It should be able to con- 
form, or be modified, to suit the 
| supermarket’s operational or sell- 
ing policies.” 

30. “It should be offered as an 
exclusive in each marketing area.” 

31. “It should provide adequate 
promotional and/or display allow- 
ances.” 

32. “It should be well adver- 
tised.” # 


Philco Enters Trailer Field | 


Philco Corp., Philadelphia, will 
begin selling home appliances to! 
the mobile home industry. A sp2- 
cial department has been estab-| 
mee to handle this activity, head- | 

ed by John L. Utz, general manager | 
of special market planning. He will 
be assisted by Robert C. Digges, 
manager of special sales, who will | 
be responsible for sales of Philco| 
products to mobile home manufac- | 
turers. 


Meltzer Promotes Two 

Richard N. Meltzer Advertising, 
| Detroit, has assigned Frederic S.| 
Schouman as public relations rep- 
resentative on the Simca account | 
in the U.S. In his new job, Mr. | 
|Schouman will head the new pr 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


os* “S22, 
yer * Tn the first 50 Ree 
eo” ‘morning papers Riverside *4 
Enterprise ranks 29th in Retail \ | 
advertising, 43rd in total Display ‘ 
* advertising, 47th in Total adver- « 
*.. tising and 35th in Financial, 


advertising.“ yo | 
"<2 eee a* | 


see the man 

from RIVERSIDE 
PRESS and | 
ENTERPRISE 


*Source Media Records 
11,193,882 lines of retail advertising ‘57 


- 
"e. 


department of the agency and) 
serve as director of the “Simca| 
News.” The agency also announced 
the appointment of Ted Gyn as 


75 
, art director of its Detroit office. 


|Grant Promotes Behlmer 

Rudy Behlmer has been promot- 
ed to director of television and ra- 
|dio for Grant Advertising. Mr. 
| Behlmer, who joined Grant in 1956, 
| will make his headquarters in the 
| agency’s Hollywood office. 


Do your distribu- 
tors, jobbers, 
dealers know and 
push your prod- 
uct? Tell your 
story dramatically, 
indelibly, econom- 
ically with motion pictures . . . Warn- 
|| ing: select a professional producer. 
| 


good field acceptance? 


Atlas Film Coperation 


Washington Chicago Hollywood 


| 
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REAP 
SALES 
NOW 


in the UNIT STATES 
OF AMERICA 


Midwest farmers have it made—another record 


crop has been harvested. 


They have the cash and 


are making their plans NOW on how and where 


—and with whom—to spend it . . 


. The big vol- 


ume of Midwest sales will go to advertisers who— 


@ PLACE IT RIGHT. Midwest Unit Farm Papers give 
you deepest penetration in the world’s richest farm 
market. You reach 9 out of 10 of the Midwest’s 


farm families. 


@ TIME IT RIGHT. Midwest Unit Farm Papers are 
published twice monthly, have short, convenient 
closing dates, give you complete control of the 
important timing element in selling. 


@ KEEP IT FLEXIBLE. Unlike national publications, 
Midwest Unit Farm Papers can accommodate copy 
changes on short notice. You can use the same or 
completely different copy in each of seven different 
editions of these five publications, 


@ LOCALIZE IT. Only Midwest Unit Farm Papers can 
offer practical local dealer listings, effective dealer 


merchandising tie-ins. 


To sell hardest and keep on top of your selling 
program at all times, you need the power and 
prestige of Midwest Unit Farm Papers. Tell us 
you want action, You'll get it. 


« NEBRASKA FARMER + PRAIRIE FARMER 


THE FARMER + WALLACES’ F 


ARMER & IOWA HOMESTEAD 


WISCONSIN AGRICULTURIST & FARMER 
Appress: Midwest Farm Paper Unit. Sales offices at: 35 E. 


Wacker Drive, Chicago 1 . 


. 110 Sutter St., San Francisco . 


Los Angeles 4. 


. 250 Park Ave., New York 17 
. 159 S. Vermont Ave., 


: eres he Ce ie — scale a oe eee afer. ae E - : % 4 on j 
= boca **. Ze er 
RS ; 
u 
en A 
5 lc 
Po 0 
Ue 
erecat seem ae ee, 
ee 
ee 6, 5 4 
Ts 
ie 
Ta 
ve ee, 
eos 
Ree 
sen 
pea AR es 
OAK PARK, ILL. : ae 
CHICAGO PHONE: AUstin 7-8620 ee 
ae 
wo 
sks 
y ri * 
a 
te Sky 
ne 
Fs, 
ac -- 
en 
“ae 
e.g 
, oe 
wie 
Ate 
ae 
‘ae 
ee 
‘ We 
" Bea, 
en be 
ee Saal 
“sath 
ee) 
3 
a 
+ 
amet 
PO < 
pe 3 shail 
| me 
| 2 es: 
s - Woes 
. F-rt Te wert | is 
“) OS tares | Aoi 
Ye — voen bo matt > a 
— . “ee 
Zz gee 
x a ae: 
Zz Fro KS ”~ sate 
ae 4 ai 
QUM » 
Bey 
PaE 
peer 
aan 
re. 
| a Bi 
Pe ——_ ——— ie 
Po < 
be, 
} . : és 
: meee 
ee 
a 
$ ee 
es 
5 os : Osaccoasdndesaatense , : = ae 
oa Pisa gh a uta Sc RM ih Sli 2d 2 a REI (eet ME) Th aR aR NRE ie ABtug ee e K  — F glen ARR NE "6 “CRAs eee sentencing ere Ee ee ee re Pare etake 
2 BO NR ree 2-9) ive eter ae er Fen RE MERCER, | #2 RNS oe iho 2) "eR eg ig pe! 
Oe aes eter a BSE esac bot Moca sae eae ee al ee St ante es i le Ogee Pt et po eS 
es ae Wa ct ins eas RCS a a, eth. A pees age Beet eres eae. Sy eee. gas 
5 Sg Tr ee ce ee ee 7 Relays Seg Re eee ain ade se eR Teal PG ae ie Ne 


Ca) FOmee Team ON Heurmnn 
5 6 wO'O8t fnermee CONTE 


POWER DRIVE 


Engineering 
The Magazine of Drive 
Systems Engineering 


Serves Market for 
MECHANICAL POWER 
TRANSMISSION EQUIPMENT 
PACKAGED DRIVES — MOTORS 
ENGINES — CONTROLS 


OWER DRIVE 


Engineering 


Systems Meogerine for industrial Orive Engineers 
‘ 


me 


Replacement — 
Maintenance of 
Industrial 
Drive Systems 
and Components 


te 


y The First Magazine 
Devoted Exclusively to 
DRIVE SYSTEMS 
ENGINEERING 

7 First issue 
January, 1959 
y¥ Guaranteed 
circulation 
30,000 copies 
Published 
monthly by 
Buyers Purchasing 
Digest Co. 


13233 Euclid Ave., 
Cleveland 12, Ohio 


OWER DRIV 


 Engineerin 


Replacement — 
Maintenance of 
Industrial 

Drive Systems 


~ wo 3 


EC AMICAL FO WEE ThA mE mry 
PeCERGED COrve 


Seem Marat be 


District Offices: Chicago, New Y 
Philadelphia, New Haven, Los Angeles. 


Bradley Covey 


Newhouse 


Bryan 


SOUTHERN SESSION—The Alabama contingent to the convention of 
| Southern Newspaper Publishers Assn. at Boca Raton included Harry 
|B. Bradley and James H. Couey Jr. of the Birmingham News & Post- 
| Herald and Theodore Newhouse of Newhouse Newspapers, a chain 
which includes the News. In the center are D. Tennant Bryan, Rich- 


Sponsors, Agencies Drive Them Away 


Aurthur Hits ‘Regiment 


of Idiots’ Who Measure | 
Only 60,000,000 Viewers 


Newark, N. J., Nov. 25—More | 
money, more prestige, but most of | 
all, more freedom for artistic ex-| 
pression. These are the principal 
jreasons why many of television’s 
best writers have left tv for the, 
{movies or the legitimate theater. 
| ‘This was the consensus of seven 
pioneer tv playwrights who visited 
David Susskind’s “Open End” 
program here a week ago. Partici- 
pating in the discussion on 
WNTA-TV was a who’s who list 


| 


23 |made up of Robert Alan Aurthur, 


Paddy Chayefsky, Sumner Locke 
Elliott, James Lee, J. P. Miller, 
Tad Mosel and David Shaw. 

One of those no longer writing 
for the medium that made him 
famous is Mr. Chayefsky, and it 
was he who spoke at greatest 
length against the inhibitions im- 
posed on tv dramatists. 


Covington 


Kennedy Herbert 


Butler Lipscomb 


mond Times-Dispatch & News Leader, president of the American 
Newspaper Publishers Assn., and E. M. Covington of This Week Mag- 


zine. At the right are J. H. Butler, 


Houston Chronicle; John K. Her- 


bert and Ed Kennedy, both of The American Weekly, and Charles 


Lipscomb, head of the Bureau of Advertising, ANPA. 


inative series. He added that there 
are “a hundred stories you can’t 
do.” 


. Mr. Lee helped with another 
| example: His unacceptable sub- 
|ject, which was turned into an 
scene because of the brand names. | off-Broadway play, was a black- 


You never could have done it on | ji:teq actor. Mr. Susskind held out 
television. They would have said,|, “liver of hope” for such tv 
‘Well, you know. We're not plug-| dramas as these, but he agreed 
ing Paris belts.’ So you would not | that they are very tough to mar- 


have written the scene originally. 


| ket today. 
There would have been hat | Mr. Aurthur complained that 
governor inside you that said, writers can’t control their tv 


“Why cause myself a rewrite’?” | material and that name actors 


i*“who have no talent whatsoever 


Mr. Chayefsky—‘“I’m not even) except their names somehow ring 


thinking of commercial things. I’m! , pel) in Pittsburgh with the 
just thinking of the subject . . .| westinghouse Co.” are being cast 
Suppose, just suppose—let me say in television plays. 

that I’m representing Rod Serling | “Now, if you're willing to go 
because Lord knows, I wouldn't | into the situation where you can’t 
write it—suppose he wanted to control your materials, where 
write such a simple matter as the | you’re willing to take your 
Little Rock story. You'd have to | chances, that’s all right,” he said. 
make [the character in the play] '“I’'ve done it. I did it last year 


a Hungarian immigrant coming in | twice on ‘Playhouse 90.’ I did it 


from the other country and the | once on the DuPont show, heaven 
reason they didn’t like him was) help me. And the last two experi- 


because he looked dirty .. . Let’s 
face it, you can’t write the Little | 
Rock thing, because they can’t 
sell the sets down South, you! 
know, or you can’t sell the alumi- | 
num paper down South. I would | 


|like to write a show called ‘The | 
strong producer, he never had an |Communist’. I think it’s an emo- | 
unpleasant experience in his tv tional aberration. I think it’s 
work, Mr. Chayefsky said, but he |Something well worth examining, | 
added: }a wonderful drama of what-in- | 
| “On the other hand, every one) heaven’s - name - makes - a - man | 
of us, before we sit down and/| become - a - Communist and then, 
|write a television show, makes/|let’s say, abandon it. I haven’t even| 
that initial compromise of what | bothered looking at it because I’m} 
|we’re going to write. We don’t sit |not a speculative writer .. .” 
‘down and write for television or | 

conceive a television idea that we|® Mr. Chayefsky continued his 
know is going to be thrown out | discussion of the sort of very real 
the window. That’s the compro-|and very important subjects that 
mise. I have never, never written /are taboo for tv: 

down in television in my life, but} This “story involved a woman 
I never aimed very high ... You | going through what is familiarly 
make that compromise in the|known in American society as 


® Thanks to the protection of a 


|happy people; 


movies, and you make it on the 
stage too, but in a relatively less 
degree.” 


| Mr. Lee—“There is a_ very 
|funny scene in a play called ‘A 
|Hatful of Rain’ which Mike Graz- 
zo wrote, and it’s all based on 
brand names. A guy comes in and 
says, ‘You’re taking my Bond suit 
away. Come back with my Paris 


|change of life 


belt.’ And it was a terribly funny 


The actual 
incident: Here’s a woman, say, 49, 
50—around that age—who throws 
a pass at a friend of her son’s ...” 
This is the “basic interest around | 
which you build your story and 
try to make some comment about | 
what value there is to life .. .”’| 
Mr. Chayefsky said he was unable | 
to sell this idea to the “Philco| 
Playhouse” at “the height of the 
glory” of that trail-blazing, imag- 


Material Handli 


ng | Engineering 


ences were pretty miserable from 
my standpoint .. . I’m looking to 
write pretty much as I feel, and 
see the product come out as I 
envisioned it from the start.” 


s Throughout the long discussion, 
the writers blamed the declining 
state of television drama variously 
on (1) the newspaper critics, who 
ignore the westerns and the situa- 
tion comedies after a single re- 
view, while beating the live 
dramas to death week after week; 
(2) writers and producers, who 
began to repeat themselves and 
thereby bore their audiences; 
(3) the graduation of tv’s first 
rate writers to greener pastures, 
leaving a vacuum behind; 
sponsor pressure for good ratings 
and insistence on happy shows for 
(5) the apparent 
public preference for westerns and 
other types of fare now getting 
heavy viewer tune-in, and (6) tv’s 
high cost that makes advertisers 
and telecasters fearful of experi- 
mentation. 


8 All of these and other reasons 
were cited plus the fact that 
television is a commercial medium 
which must appeal to mass audi- 


}ences. Mr. Aurthur asked, wistful-_ 


ly: 

“Is it ever going to be possible 
for television to do a show because 
1,000,000 people in the U.S. are 
going to watch it—not 30,000,000? 
Is it ever going to be possible to 


do that, except on pay television? | 


Because it seems ridiculous to me 
that you can’t put on a show that 
1,000,000 or even 500,000 people 
want to see ... That’s a pretty 
b:g mass of people. You can’t get 
them into any stadium. You could 
do a whale of a show for that 
many people if you got them all 


together. Why can’t you do it if) 


they’re scattered all across the 
country? They’re still watching on 


their television sets. But the agen- | 


(4) | 


cies take nothing like this into 
account.” 

Mr. Aurthur insisted that “the 
American public does have the 
capacity to appreciate good, adult, 
powerful, affirmative drama.” But, 

|he said, tv writers are being asked 
|“to satisfy a regiment of idiots 
| who measure things in terms only 
lof 60,000,000 people—a figure 
which is so ridiculous that one 
/can’t conceive it. But this is what 
they do.” = 


Whitney Buys KBET-TV 

J. H. Whitney & Co., New York, 
has added another tv station to its 
broadcast properties with the pur- 
chase of KBET-TV, Sacramento, 
Cal., Nov. 21. Whitney bought the 
CBS affiliate through its subsidi- 
ary, Great Western Broadcasting 
Corp., from Sacramento Telecast- 
ers for $4,550,000. The Whitney 
stations, which are operated under 
the name of Corinthian Broadcast- 
ing Corp., include KOTV, Tulsa; 
KGUL-TV, Houston; WANE and 
WANE-TV, Ft. Wayne, and WISH 
and WISH-TV, Indianapolis. The 
Sacramento purchase is subject to 
the usual FCC approval. 


Karklin Joins Kreer Co. 

Henry B. Kreer Co., Chicago 
|}agency, has appointed Richard E. 
Karklin to its creative and con- 
tact staff. Mr. Karklin formerly 
was an account man and director 
of publicity of Proebsting, August 
& Harpham and in the copy and 
contact department of Robertson 
Buckley & Gotsch, both Chicago. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 


WHY TAKE LESS? 


Singleweight Quantity 5x7 6x10 
Glossy 25 $2.75 §$ 4.00 
Prints 50 4.50 6.00 
100 8.00 9.50 

250 17.50 22.50 

500 30.00 42.50 

1000 55.00 75.00 

Negative 1.15 1.65 


59 E. Illinois St., Chicago 11, Hl. 
Whitehall 4-2930 
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Ratke Hit in New 
FTC Plaints on 
Additive, Reducer 


WasHINcTON, Nov. 26—A New 
York advertising man who was re- 
cently cited by a Post Office De- 
partment fraud order, was singled 
out this week in two unrelated 
Federal Trade Commission com- 
plaints charging that government 
endorsement was claimed falsely in 
ads for battery additives and 
weight reducers. 

The adman mentioned in the 
complaints was David L. Ratke, 
president of Parker Advertising. 
The agency was also mentioned in 
both complaints. 

One complaint, involving seven 
New York City companies and nine 
individuals, is directed at ads for 
a battery additive known variously 
as VX-6, Voltex-6, Voltex, and 
Voltex-Liquilectric. Three of the 
companies named—Parker Adver- 
tising, Biotex Inc., and L.&D. Au- 
tomotive Products, were located at 
9 E. 45th St., and Mr. Ratke was 
reported to control all three. 


s The other complaint was direct- 
ed at newspaper, magazine, tv and 
radio ads for 7-Day Reducer, dis- 
tributed by Staz-Set Inc., 42 W. 
38th St., New York City. It iden- 
tifies Mr. Ratke and Herman Lie- 
benson as officials of Staz-Set and 
reports that promotion materials 
were prepared by Parker Advertis- 
ing. 


® Parker Advertising and Mr. Rat- 
ke have been in the legal news 
several times before, most recently 
on Oct. 3, when the Post Office 
Department issued a fraud order 
against Borg-Johnson Electronics. 
The company was charged with 
misrepresenting a simple crystal 
radio set as an amazing “electronic 
miracle” $4.95 pocket portable. Mr. 
Ratke is secretary-treasurer of 
Borg-Johnson. The fraud order is 
being appealed. 

Last June, the state attorney 
general’s office succeeded in plac- 
ing Borg-Johnson in temporary 
receivership because, the attorney 
general charged, B-J was about to 
“mulct the consuming public out 
of more than $1,000,000 within the 
next several weeks” through the 
sale of the pocket radio. 


e Last year, Parker Advertising 
sued C&C Super Corp. for about 
$48,000, which it said was due on 
television advertising for Power 
Products Super Jet spray gun (AA, 
July 22, ’57). In turn, C&C filed 
a $97,000 counterclaim against 
Parker, charging this was the value 
of tv time owned by C&C, allegedly 
sold to Parker without any pay- 
ment made by Parker. 

In the battery additive case, FTC 
said, ads claimed that the additive 
had been “cleared by the U.S. gov- 
ernment itself for release to the 
public” and that the additive was 
“tested, recognized and accepted by 
the U.S. government Bureau of 
Standards . . . the toughest testing 
laboratory in the world.” The com- 
mission said these statements were 
false. 


# In addition, it said that contrary 
to representations, the product is 
not and has not been used regular- 
ly on the Queen Mary or Queen 
Elizabeth or any equipment of Na- 
tional Airlines, and that neither 
Reader’s Digest nor Popular Sci- 
ence has published articles favor- 
able to it. 

In the weight reducer case, FTC 
branded as false such statements 
as: “Friends, do you know that 
government health authorities in 
Washington, D.C., have just award- 
ed official approval to the most 
sensational wonder drug for re- 
ducing ever released to the public? 

“It’s the first wonder drug of its 
kind to be awarded official ap- 
proval for public release by the 
U.S. department of health.” + 


CROSS PLUG—Stanley Publishing Co., Chicago, is ins 13 new ad 

size units and unit arrangements in its books, including Transporta- 

tion Supply News and Fleet Product News. The units include the 
“double cross” spread (left) and the “single cross” spread. 


Stanley Publishing 
Offers Range of Ad 
Shapes, Split Runs 


Cuicaco, Nov. 25—Stanley Pub- 
lishing Co. is offering four new 
services for advertisers in its trade 
books—advertisers’ own reader 
service cards, split runs, special ad 
sizes and western state inserts. 

Stanley publishes Transportation 
Supply News, Fleet Product News, 
Jobber Product News and TSN- 
FPN Business Gift Annual. 

The reader service cards can be 
run on a national or split run basis, 
with cards supplied either by the 
advertiser or by the publisher. The 
cards must be used in connection 
with an 8/9ths-page unit or great- 
er. 

Split runs are available both for 
r.o.p. ads and for inserts. Any size 
ad is acceptable for split runs, and 
any part of the circulation is ac- 
ceptable, Stanley said, though 
minimum charges are set up for 
the publications. 


# An assortment of 13 units and 
unit arrangements are available 
under the new setup. They range 
from a “border frame” spread to 
a “double-x” spread. All the 
spreads involve various arrange- 
ments of ads and editorial matter 
on a page. 

Stanley also will allow inserts 
for 11 western states in Traxspor- 
tation Supply News and Fleet 
Product News. # 


Creativity in Ads 
Needed to Combat 
Competition: Rogers 


New York, Nov. 25—The answer 
to the “fierce competition for at- 
tention” in advertising today is 
more creativity. “There’s no other 
way to stop the reader, arrest his 
attention, command his interest— 
except by exciting his imagination, 
inviting him to participate, per- 
suading him gently to think of 
you—favorably.” 

Sherman Rogers, creative direc- 
tor of Anderson & Cairns, gave 
that message last week to the New 
York alumni chapter of Phi Psi, 
national textile fraternity. 

He advised advertisers and mer- 
chandisers to “challenge the ob- 
vious.” 

“If it works, isn’t it already 
obsolete?” he asked. “Isn’t it 
possible that an inquiring mind 
with regard to the dynamics of 
human behavior can lead to a new 
way of viewing an old problem? 


a “Would you say the tendency 
today of some textile advertising 
is towards conformity—which is 
just another way of saying medi- 
ocrity? And if this is true, why 
do these advertisers seek refuge in 
the group? Doesn’t all greatness 
begin in being different? 

“It takes courage to think ad- 
venturously,” Mr. Rogers said. 
“And it may well be that man’s 
ability to learn depends upon his 
ability to relinquish what he has 


held.” # 


Rohe: Pee att 


WLW Promotions 
Acquires Pittsburgh 


Transit Ad Franchise 


PITTSBURGH, Nov. 26—WLW Pro- 
motions, Dayton, O., has takem 
over the Pittsburgh transporta- 
tion advertising franchise formerly 
held by National Transitads. 

Transitads was declared bank- 
rupt in New York earlier this 
month (AA, Nov. 17). 

Harry H. Foster will manage the 
Pittsburgh office for WLW. He 
formerly held a similar post with 
Transitads. WLW holds franchises 
in 12 other cities. 


® In Philadelphia, where O’Ryan 
& Batchelder, Memphis, replaced 
Transitads Nov. 10, David Kevis 
was named to head that office for 
O’Ryan. 


@ While other operators 
picking up the pieces left by the 
defunct company, a former presi- 
dent of National Transitads an- 
nounced the opening of his own 
advertising and public relations 
agency. 

Edmund J. Frazer, president of 
Transitads until 1956, opened Ed- 
mund J. Frazer & Associates with 
offices in the General Petroleum 
Bldg., Los Angeles, and the Ist 
Western Bank Bldg., Pasadena, + 


Curtis Sees ‘58 


Net Near $2,500,000 


PHILADELPHIA, Nov. 26—Curtis 


'Publishing Co.’s estimate of 1958 
|net earnings after taxes “has risen 


to about the half-way point be- 
tween $2,000,000 and $3,000,000,” 
according to Robert S. MacNeal, 
president. 

In a letter to stockholders, Mr. 
MacNeal said that while third 
quarter figures were unsatisfac- 
tory “the fourth quarter will make 
a much better showing.” Net in- 
come for the first nine months fell 
to $1,736,446 (12¢ a share) from 
$4,975,116 ($1.05 a share) in the 
same period of 1957. Gross operat- 
ing revenues dipped to $140,404,- 
944 from $145,852,743 a year ago. 

Although ad linage continued 
to decline in the third quarter, 
“substantial recovery is taking 
place in the fourth quarter,” he 
said, adding that “the effect on 
revenue of the decline was partly 
offset by higher advertising 
rates.” = 


= 


Names Transposed in 
SNPA Picture Caption 

Three newspaper executives are 
misidentified in a photograph taken 
at the Southern Newspaper Pub- 
lishers Assn. convention at Boca 
Raton. The photo, appearing on 
Page 76, shows J. H. Butler, 
Houston Chronicle; John K. Her- 
bert and Ed Kennedy, both of The 
American Weekly, and Charles 
Lipscomb, head of the Bureau of 
Advertising, ANPA. The order of 
the names directly under the pic- 
ture should be: Butler, Kennedy, 
Herbert and Lipscomb. 


were: 


|Storz’ KOMA Is 


New NBC Affiliate 
in Oklahoma City 


OKLAHOMA City, Nov. 26—NBC 
will have a new radio affiliate here 
beginning Dec. 1—Radio Station 
KOMA. It will also have an un- 
orthodox new associate in KOMA’s 
new owner—Storz Broadcasting 
Co., long known as a vigorous pro- 
ponent of strong local radio pro- 
gramming. 

Radio Station WKY, NBC’s af- 
filiate here for the past 28 years, 
has decided to pull out of the net 
Nov. 29 and beef up its local pro- 
gramming. “This will enable WKY 
to expand its programming activ- 


“lities in public service, farm serv- 


ice, news and other entertainment 
features,” said Norman P. Bagwell, 
WKY’s manager. 

The station has been reducing 
net time recently, and since Nov. 
10 it has carried only 10-11 news- 
casts a day. 

Departure of WKY from NBC 
has no bearing whatever on WKY- 
TV’s affiliation with NBC-TV, a 
WKY spokesman said. 


® Replacing WKY as NBC’s outlet 
here is KOMA, which was sold to 
Storz recently by Radio Oklahoma. 
Storz also owns WDGY, Minneap- 
olis; WHB, Kansas City; WTIX, 
New Orleans, and WQAM, Miami. 
John Blair & Co. represents all 
Storz stations. 

The venture of Storz’ KOMA 
into network affiliation “shouldn’t 
really surprise people,” Todd 
Storz, head of Storz Broadcasting, 
told ADVERTISING AGE. Though still 
a strong advocate of local radio, 
he said, “We have no battle with 
the nets. We’re always interested 
in flexibility. 

“Every market presents a sepa- 


rate situation and, after evaluating 
the situation in Oklahoma City, we 
decided the best course for KOMA 
was affiliation with NBC.” 


= Two reasons for wanting to af- 
filiate, he said, were: (1) NBC 
already has a strong position in 
the Oklahoma City market and (2) 
KOMA, being a 50 kw clear chan- 
nel station, is able to bring NBC 
into a vast “white area” southwest 
of Oklahoma City that would oth- 
erwise not get any NBC coverage. 

“Network affiliation hasn’t 
seemed to be a wise course before, 
and still doesn’t seem to be in our 
other station markets,” he said. 
“But there is no incompatability 
between good network affiliation 
and good local radio. We intend to 
pursue both objectives with 
KOMA,” he added. # 


Sociability Is 
‘59 Pepsi Motif 


New York, Nov. 26—“Be socia- 
ble—have a Pepsi”—theme of the 
new Pepsi-Cola song—will serve 
as the 1959 advertising theme for 
the Pepsi-Cola Co. in all media, 
John Soughan, vp-advertising, has 
announced. 

Mr. Soughan said the switch 
from “Light refreshment” to “Be 
sociable” is a “logical step in the 
development of Pepsi-Cola’s prod- 
uct image.” 

The ’59 Pepsi campaign will in- 
clude “full” schedules in maga- 
zines, newspaper supplements and 
dailies, backed by radio and tv spot 
campaigns, “colorful and eye- 
catching” posters and point of, 
purchase material. 

Pepsi notes that it is the nation’s 
largest user of r.o.p. color and says 
it will increase its r.o.p. use next 
year. Also, all magazine color in- 
sertions will be bleed pages. 

Kenyon & Eckhardt is the Pepsi- 


Cola agency. + 
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raat TKS SET eRe 


THE NEW 1958 GENERAL ELECTRIC 
ADDING MACHINE 


bed invite you te compere this mechine 
+ thet sell for $300 te $350 


TOTALS TO: 
Direct Subtraction—Repeats—Multiply Key 
MAIL ORDERS INVITED 
sont RAls sa OFFICE EQUIPRENT 


9,999,999.99 


THE TYPEWRITER SPECIALISTS 
5541 &. Ashiand A ehill 6-8100 


THE TYPEWRITER Peers 
537 &. Dearborn 


ALL MAKES TeewnrrEe ¢ Canwres 
4755 W. Madison Buren 6-9400 


ALLIED OFFICE SUPPLIES 
5752 W. Belmont SPring 7-1866 
CO-OP OFFICE MACHINE ASSOCIATION 
Open Mondey end Thursdey Evenings 


MISLEADING?—General Electric Co. 
charges that ads like this in Chi- 
cago newspapers represent the 
“General” adding machine as be- 
ing a GE product. GE seeks an in- 
junction to stop the “alleged repre- 
sentations” (AA, Nov, 24). 


Sales up 28%, AMC 
Enjoys First Profit, 
Dividend in 4 Years 


Detro1t, Nov. 26—American 
Motors Corp.’s fiscal 1958—a year 
that saw the Rambler “achieve a 
major breakthrough in the auto- 
mobile market,” according to AMC 
President George Romney—gave 
the corporation a 28.4% sales in- 
crease and its first net profit in 
four years. 

AMC’s sales for the year ended 
Sept. 30 totaled $470,349,420 com- 
pared with $366,391,830 for fiscal 
1957. Fiscal 1958 produced a profit 
of $26,085,134 ($4.65 a _ share) 
while fiscal 1957 produced a loss 
of $11,833,200. AMC’s directors 
have voted a 5% stock dividend, 
payable Jan. 5, 1959, to owners of 
record Dec. 5, 1958. 


® Unit sales of Ramblers and Met- 
ropolitans in fiscal 1958 totaled 
189,807 compared with 119,586 in 
fiscal 1957. The 108” wheelbase 
Rambler Six topped the line in 
sales performance, but the 100” 
wheelbase Rambler American, in- 
troduced only in January of this 
year, accounted for about a fifth 
of all fiscal 1958 Rambler sales. 

AMC’s Kelvinator appliances 
division, however, sustained a 
sales drop of about 20%, Mr. Rom- 
ney reports. He attributes this not 
only to a general decline of the 
appliance market for the past year 
but to supplier strikes and dif- 
ficulties with some new manufac- 
turing equipment. + 


Optics Sets Opta-Matic Push 
Optics Mfg. Corp., Philadelphia, 
has set a consumer and trade push 
for its new slide projector, Opta- 
matic, to be introduced this fall. 
Color spreads are scheduled in 
Esquire and Holiday, plus pages in 


Modern Photography, National 
Geographic Magazine, Popular 
Photography and U.S. Camera. 


Also set are ads in trade publica- 
tions and newspapers, including a 
two-page layout in the New York 
Times. Kameny Associates is the 
agency. 


Cochrane Joins Wellman 

W. K. Cochrane Sr., formerly of 
Duffy, McClure & Wilder, has 
joined the staff of Wellman-Busch- 
man Co., Cleveland, for account 


supervision and sdles work. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card diseounts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 
- 6 MONTHS ENDING JUNE 30, 1958 


‘41,961 


HELP WANTED 


BUSINESS PUBLICATION WRITER OR | 


EDITOR WITH engineering knowledge in 
field of commercial and industrial me- 
chanical construction such as heating, 
piping and air conditioning for top-notch 
editorial staff position in Detroit. Write 
E. L. Henderson, Air Conditioning & Re- 
frigeration News, 450 W. Fort St., Detroit 
264, Michigan. 


NE 
Public Relations 


HELP WANTED 
SALESMAN—LITHOGRAPHY 


If you are presently selling top accounts 000 


with quality requirements, but are look- 
ing for a better situation to satisfy your 
customer and yourself—we have a prop- 
osition for you. Top quality Milwaukee 
lithographer with wide range of single 
and multi-color equipment, including 52 
x 76 four color. Complete typographic 
service, complete bindery and letterpress 
facilities can produce what you can sell. 


Editors . : ~ 
Cc iters ... tM€@vg. Managers Reply in confidence. This may be the 
Artists. Media ....Production ......Service connection you've been looking for. 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3— 
Men wanting a larger opportunity. Must) 
be of good character and willing to work 
hard and learn. In addition, an automo- 


Write 
Box 2043, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NEW ENGLAND 
OPPORTUNITIES 


bile is required. General knowledge of | 


the 
background would be helpful. Your in- 
come will be in proportion to your abili- 
ty Interviews will be conducted in 
Atlanta, Chicago, New York and Wash- 
ington. Fer further information, please 
write Paul H. Chapman, Media Broker, 
1182 West Peachtree, Atlanta. 


MR. OR MISS COPYWRI one 
off your blinders! All opportunity is not 


confined to Madison or Michigan ave- | 


nues, nor is all competence. If you would 
like to become part of an agency whose 
work is “top flight’ by any comparison, 


if you have lots of potential and want | 
opportunity to show it; and if you are 
(say in about a year) to|General business magazine serving man- 


nearly ready 


media field as well as some sales | Division Ad.-PR Mgr to handle functions 


| for expanding division of leading retail 
| grocery chain. Candidate must have rele- 
| vant experience, good presence, and gen- 
|}uine writing skill. Stable and excellent 
|future assured: initial salary to 10,000. 
Inquire in strict confidence. 


Ske | Many other excellent openings exist in 


| this area—inquiries will receive prompt 
attention. 


so58 
Personnel Bureau 
127 Tremont Street, Boston, Mass. 


SPACE SALESMAN WANTED 


become Copy Chief in a small but highly | agement audience has sales opening for 
competent agency within 200 miles of | advertising space representative in its 


Chicago—then answer this ad. You'll 


glad you did! Write with full details to: | Must 


Copy Chief: 
Box 2042, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
MIDWEST ADVERTISING SALES 
The Howard Publishing Company, 200 
South Prospect, Park Ridge, Ilinois has 
an immediate opening for an experi- 
enced trade paper salesman. Salary and 
commission with full travel allowance. 
Do not phone or visit—write in_confi- 
dence to Sales Manager with detailed 
resume. 


REPRESENTATIVES WANTED 


45-YEAR-OLD TRADE PAPER, 
(COAL, 


WANTS AD 

THROUGHOUT U. S. AND CAN- 
ADA. 50% NEW_BUSINESS, 25% 
ON RENEWALS. Box 308, ADVE: 
TISING AGE, 200 E. 


Illinois St., 
Chicago 11, Illinois. 


Our 47th Year 
ART DIR., pkg. goods including 
foods to $20M+ 
ASST. BRAND MGR., grocery 


GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


products. Big advertiser. East. $12-14M 
COPY—technical & consumer. 

Print, broadcast. Big agency 

Unusual fringe benefits. $12-13M | 
P.R., press, radio, TV. Also i 

membership liaison, assn to $10M | 


| 480 


|Chicago office. Salary and commission. 
be experienced. Magazine space 
salesman preferred. In your reply state 
|age, employment record, and list adver- 
tiser and agency references. 


Box 2044, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie St., Chicago, SU 7-2255 
SPACE SALESMAN 
Attractive opportunity for young man 
willing to WORK on two merchandising 
trade publications New England and Mid- 
dle Atlantic states. Some space selling 
experience necessary. Excellent future 

salary plus commission. 
Box 2045, ADVERTISING AGE 
Lexington Ave., New York 17, N. Y. 


GROWTH OPPORTUNITY 


College graduate or equivalent, 
under 30, wanted for position in 
Export Advertising Department 
of a rapidly growing interna- 
tional company in Midland, 
Mich. Industrial or agency ex- 
perience plus a working knowl- 
edge of advertising procedures, 
methods and media essential. 
Duties include detailing, plan- 
ning, production and distribu- 
tion of promotional materials. 
Write: R. F. Gettings, Tech. Employment 


THE DOW CHEMICAL COMPANY 
Midland, Michigan 


background. 


Assistant 
Advertising Manager 


520,000 


This is an unusual opportunity for an experienced adver- 
tising man fully qualified to step immediately into the 
number-two position in our advertising department. 


Our firm, which has its headquarters in New York City, 
is one of the top industrial companies in the country. We 
have a multi-million dollar advertising budget using mass 
media to promote a broad line of consumer products 
through domestic and international markets. 


The right man for this position will have a minimum of 
10 years of advertising experience. He must also possess 
administrative and platform ability. His background 
should include some experience with a company produc- 
ing and advertising consumer products, however he might 
currently be employed by an advertising agency. 


Replies will be treated in confidence and should include 
personal data, present compensation and experience 


Box 305, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


' 
ARTIST: Two years experience at L.A 
advertising agency desires relocation in 
|} medium sized ad agency or art studio in 
Los Angeles, as layout or production 
artist. Call CA 1-8900 or RI 77-6297 (LA) 
WANT CALIFORNIA IND'L. AD JOB 
Background in electronics and chemical. 
Managerial & copy experience in all 
hases of above industrials. Want 9M. 
arried, Age 32. College & Tech. School. 
Box 2046, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
SALES PROMOTION MANAGER 
Thirteen years comprehensive advertis- 
ing and graphic Arts experience. Crea- 
tion, copy, layout, art, production, pur- 
chasing, coordination and management 


| for agency, leading publisher and major 


corporation. Available Jan 2nd for $15,- 
Resume on request. Interview any- 


where at your direction. Reply c/o Box | 


835, Devon, Pennsylvania. 


Broad exp. major 4-A agency on tep natl. 
cons. & indust. accts. Smart organizer & 
follow-thru. Congenial, alert. Chicago. 
Box 2048, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING BRAND MANAGER 
Offers Profit-Producing Know how and 
Ability to consumer package goods man- 
ufacturer in N.Y.C. area. 7 Yrs. Exp. 
with top Corp. in SALES-ADV. MKT 
Age 28. Married. For resume write: 

Box 2047, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
AD-MAN - PROM - MERCH. 
Ad agency bkerd. Food, Appl., oil, ind. 
Cons. & trade contests, premiums, tie-in, 
loc. mkt. support. Keen, mature. Chicago 
Box 2049, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
THAT WOMAN’S TOUCH 
CAN MEAN 80 MUCH! 
Experienced Executive Public Relations 
wants permanent position Chicago Near 
North or Loop. Creative writer mailing 
pieces, booklets, greeting cards, letters 
... there’s nothing 
to make the public like you better. 
ox 2050, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVITY -MATURITY-INTEGRITY 
15 years industrial, consumer agency and 
manufacturer experience as ad. megr., 
SPM, copy chief, AE. Interested ad. mgr. 
or agency copy supervision, AE, mid- 
west or south. Need 10M plus. Worth it. 
Box 2051, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


agency) exp. in trade, industrial, archi- 
tectural adv. Now ad mer, 3, married. 
Box 2052, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
WRITING COPY CHIEF with a broad 
and rock-solid background—foods, pack- 
age goods, liquors and many other well- 
known national accounts—seeks an agen- 
cy that wants distinguished copy. And he 
has that kind of copy to show. Now in 
New York, but can write anywhere. 
Box 2053, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FARM & INDUSTRIAL AE 
AVAILABLE IMMEDIATELY 
9 years experience, over 5 with agency. 


in marketing, 
tion. Present location midwest, age 35, 
married, will relocate. Min. salary $8500, 
resume sent immediately to all replies 
Box 2054, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 

TO A PUBLISHER SEEKING MORE 

NATIONAL SPACE-SALES-PROFITS 
Just delivered a 44% gain net advertising 
billings for ’58 over °57. In four years in- 
creased total national advertising linage 
from 72 to 330 pages. Hold unbeaten rec- 
ord selling largest multiple page, multi- 
color advertising insert ever sold by one 
man to one advertiser for one issue of 
one national magazine. Now seeking new 
challenging opportunity requiring mature 
experience with ability to stimulate and 
increase advertising revenues. All com- 
munications confidential. Salary negoti- 
able. Will relocate. 

Box 2057, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 
Opportunity for reps. who know how to 
sell. Trade paper with large audited cir- 
culation has openings in N.E., Southern 
States. E. Pa., Pittsburgh, Ohio and Upper 
N.Y. Give experience in letter. 

Box 2055, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


GIFT ENGRAVING 
Personalize your Xmas giving. 


Fine Engraving. $1.00 
Items received as Per Ttem 
late as Dec. 16 Name Only 


will be ready for Xmas. 
QUALITY ENGRAVERS 
5 S. Wabash, Rm. 611, Chicago, Ill. 


ASS'T AE - SERVICE - PROD. 


like a friendly letter 


WANTED: Acct-servicing connection with | 
Midwest agency. 10 years major corp (& | 


Broad copy experience plus background | 
merchandising & produc- | 


Industrial Trade Publication fer Sale. 
Shows increasing profit picture each year 
over past 5 years. Publisher with good 
sales staff can make this magazine a 
| $1,000,000 property. 
Box 2015, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ACTIVE PUBLISHER WILL BUY a na- 
tional non-consumer publication which | 
has reasonably good background and/or | 
potential. Can absorb editor and assistant 
into present congenial operation of two) 
national trade magazines. Please send) 
last three issues, rate card and statement | 
of circulation. 


Box 2040, ADVERTISING AGE | 
200 E. Llinois St., Chicago 11, Illinois 


| MISCELLANEOUS 
| COMMISSIONABLE to Agencies—A New| 
Approach in Promotional Jewelry and | 
Advertising Specialities to give your cli-| 
ents that extra edge. Write for details to. 
Sherman Manufacturing Co., 12 Parsonage | 
Street, Providence 3, R. L. | 
YOUR SUBSCRIBER SURVEYS— | 
if they are to win agency and advertiser | 
| acceptance, must be done by experts. . | 
|/ERDOS and MORGAN clients include) 
such outstanding publications as the At-| 
lantic, Harper's, Nat'l Geographic, Red- 
book, Time, Wall St.J’nl, and many others. 
ERDOS and MORGAN | 

Mail Survey Specialists 

1181 Broadway, New York 1, MU 4-5191 


| EXCEPTIONAL BUY-BARRINGTON ILL. 
Owner built tri-level less than one year | 
old located on lovely shaded corner lot | 
}in town. Large living rm and dining L, | 
Maple cabinet kitchen with built-in ful- | 
ly automatic oven and range, 3 bed-| 
}rooms, 2 baths, paneled family room,| 
utility room, large heated garage. House | 
| fully insulated and equipped with triple | 
track aluminum combination windows. | 
Priced for quick sale in upper 20’s. 
Box 2056, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Illinois | 


| 
| 
AD/SPACE SALESMAN 
Experienced CLASSIFIED & DIS- | 
| PLAY. Would represent publisher 
in N.Y. State (not N.Y.C.) as tele- 
phone solicitor and/or outside sales- 
man. Knowledgeable ALL phases ad } 
|] agency operation and business world. || 
} Trade or Consumer. 
| Box 307, ADVERTISING AGE 
| 489 Lexington Ave., N. Y. 17, N. ¥ 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


Advertising Age, December 1, 1958 


TWO GOOD COPY JOBS OPEN 


No cubs; we don’t have time for 
training. No narrow gauge spe- 
cialists; we range from the Post 
to trade books, from print to 
broadcast media and all over 
the lot on products. But self 
starters with solid experience 
will enjoy working with our 
award-winning creative team in 
a top 4-A agency that has bil- 
lion-dollar corporations as cli- 
ents. And the price will be right. 
Send us comprehensive samples 
—your own—and your résumé. 
Our people know about this ad. 


Box 306, ADVERTISING AGE 


480 Lexington Ave. 
New York 17, N. Y. 


Challenging Opportunity For 
YOUNG MEDIA DIRECTOR 


L, you're a young male 
media “underdog” with two or three 
years’ solid experience in both TV 
and print buying if you're look- 
ing for a challenging opportunity as 
media director of a well-established 
midwest agency with plenty of 
young blood in its veins, already 
buying time and space in the mil- 
lion$ and growing daily .. . if you'd 
like to locate in a delightful small 
city (two hours from Chicago) with 
excellent living conditions and ex- 
tensive educational facilities, includ- 
ing prominent university a 
you'd be content to start at a mod- 
est salary which would increase with 
your ability and capacity .. . then 
we're interested in you. Tell us all; 
enclose snapshot if possible. Ap- 
plication held in strict confidence. 
Write Box 311, Advertising Age, 200 
E. Illinois St., Chicago 11, Il. 


TIME FOR YOU TO OPEN 
A CHICAGO OFFICE? 


Nl 


Operated my own successful general 
agency in Chicago for many years 


proprietaries, business machines, 
package goods. Merged with larger 
multi-million-billing general agency. 
Now ready to head the Chicago of- 
fice of an aggressive growing agency. 


Exceptional record of success in get- 
ting, holding, building accounts. Let’s 
discuss it! Write in confidence. Box 
310, ADVERTISING AGE, 200 E. 


. full agency service on cosmetics, 


inois St., Chicago 11, Illinois. 


PUBLIC RELATIONS 


Experienced woman writer, || 
capable of taking charge of |) 
P.R. activities for well estab- 
lished Chicago firm. Home 
Economics background desir- 
able. Experience in contacting |) 
editors a must. Write giving 
full details including salary 
requirements to: Box 312, 
ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


WANTED: 
A. E. WITH BILLING 


Maybe you’re knocking yourself out run- 
ning a ‘“‘one man” agency with manage- 
ment details eating up time you could 
better use developing more business. Or 
perhaps you feel ‘‘lost’’ in a large agency 
with little chance to cash in on your 
ideas and capabilities. If you’re running 
into road blocks on the way to the goal 
you've set for yourself, this is for YOU. 
We're looking for am Account Executive 
who controls some billing, but wants 
MORE. We can offer the right man 
MORE IMMEDIATE NET INCOME on 
his billings and a future share in owner- 
ship in a 25 year old, fully recognized 
Chicago agency with an A-1 reputation 
and a list of national accounts who have 

m with us for years. Our men know 
about this ad. Replies confidential. Write 
Box 309, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


Sales Promotion 
ASSISTANT 


Our rapid growth requires the services 


a B.S. in 
Chemistry and 
a Master’s 
degree in 
Journalism 
preferred. 


of the tec 


field. 


perience in advertising, sales promotion, 
and technical writing in the chemical 


We offer the best of working conditions 
in recreational New England, large cor- 
poration benefits, plus salary commensu- 
rate with experience. 


Send resume in confidence to: 
Mr. George F. Henderson 


HAWINIGAN Rosins Corp. 


SPRINGFIELD 2, MASS. 


hnically trained man with ex- 
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Gypsy AD—Here are three stills from a Sarrut theater screen commercial for Gitane cigarets. 


French Highbrows Like Movie Screen 
Ads-They're More Creative: Sarrut 


(Continued from Page 3) 


| M. Sarrut, who is 48, recounted 


| Retute Attacks 
on TV in Print 
Media: Rodgers 


(Continued from Page 2) 
he asserted, is a symptom of “our 


_Howe-Streyckmans PR Opens 


‘Fordham University, New York, 


| 


79 


ALWAYS 
with 


Bect-Tect 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean 

FOR THE GRAPHIC ARTS A MUST 


Howe-Streyckmans Public Re-| 
lations, a general pr counseling 
service, has opened offices at 1854 
Sherman Ave., Evanston, Ill. The 
principals are Stewart S. Howe,| 
who is assistant to the president of 


and also operator of Stewart Howe) 


Alumni Service, Evanston; Felix B. | Nig, A sine for every purpose. Sold 
Streyckmans, formerly assistant! | "4° by Stationery, Artist Supply and 

‘ ml ing Photograph 
director of pr at Crane Co., Chi-| |Shat% —— wae soe 


Wane, 


cago, and Harry O. Richards, who 
has been with Mr. Howe’s alumni 
service operation. 


UNION RUBBER 
Tee 


& ASBESTOS CO 
NTON, Wd 


MAKES PASTING A PLEASURE 


important, since color became a|a somewhat harum-scarum youth, 
normal part of movie house com- in which “I was in school for rest; 


rate structure illness.” 
The telecaster called for a re-| 


mercials in Europe long ago.) 


# But M. Sarrut contradicted two 
widely held beliefs regarding the- 
ater screen ads: 


e 1. The audience, contrary to 


fairly common belief here, is not 
a “captive” one. Makers of tv com- 
mercials sigh at the tendency of 
audiences to go off to the kitchen 
to get a beer or snack during com- 
mercials, but in the theater, com- 
mercials must hold attention in the 
face of approximately equal dis- 
tractions, he said. 

The commercials are sandwiched 
between feature films, and while 
they are being shown the house 
lights are on; a goodly share of the 
audience is on its feet scrambling 
for better seats; and hawkers are 
busy selling candy, soft drinks, etc. 


e 2. The French have been film- 
ing ads for many years, but their 
ads have not been of high quality 
until the past decade. 

“For 20 years French commer- 
cials were bad,” M. Sarrut said, 
“but there has been great improve- 
ment since 1948.” He attributed the 
20 years of mediocrity to the fact 
that it took the film people that 
long to educate the advertisers on 
the best use of the medium. 

“When you see a bad commer- 
cial,” he said, “this means that the 
education of the client has not 
proceeded far enough—that the 
client is an imbecile.” 


= Desire to become free of the|@ Achievement of brand recogni-_| 


business of educating clients was 
an important factor leading to the 
formation of Telefrance, M. Sar- 
rut indicated. 

“We don’t want to become teach- 
ers,” he said. “We want to work 
with people who understand us.” 
He estimated that there are only 
15 organizations in the world ca- 
pable of turning out top-flight 
filmed ads, of which, he said, 10 
are in the U.S. 


| out of school it was sport—tennis, 
| rugger, boxing.” He was an excel- 
jlent art student, but he drifted from 
|schocl to school, spending “one- 
third of the time in school, the rest 
_in the gardens, the museums—any- 
| where else.” 
| He entered advertising art at 18, 
| designing posters. In the late ’20s 
jhe joined Publicite Damour, an 
|agency, where he worked in the 
| company of such other future mov- 
jie notables as Jean Anouilh and 
| Jacques Prevert. 

| In 1935 he started his own film 
| producing company, Les Gemeaux, 
| where he worked on ad films until 
| World War II, when he found him- 
| self in the army serving in the 
| Maginot line. When his army was 
| surrendered, he was sent to a camp 
in Germany; later he escaped by 
a medical ruse, and returned to 
France. After the war Les Ge- 
meaux turned to the making of 
feature movies, including “La Ber- 
gere et le Ramoneur,” a Venice 
film festival winner. 


# In 1950, meantime, he regrouped 
his organization for a return to ad- 
vertising; Les Gemeaux was sup- 
planted by La Comete, which now 
has offices in Milan, Frankfort and 
London, as well as the Paris head- 
quarters at Neuilly-sur-Seine. The 
| company’s production rate, M. Sar- 
|rut said, is two films a day. 
| M. Sarrut breaks down the task 
| of a filmed ad as follows: 


|tion, 65%. 

e Product message, 20%. 

| e Motivating capacity, 15%. 

| 

se Of the last of these he said, “We 
| test the selling capacity of a com- 
mercial by asking people, ‘Did you 
find the ad ridiculous.’ We have 
‘found that if men—including ad- 
|vertisers and agency “men—say 
|yes, it will be successful among 


He also said that the making of} women consumers.” 


commercials in the U.S. would be} 


M. Sarrut doesn’t like to work 


farther advanced than it is if this|from a script, and even less from 


country were not a “spoiled child 
market,” in which even poor ad- 
vertising has been able to win sales. 


a storyboard. In general, he said, 
la good storyboard means a bad 
| film, and vice versa. = 


MEDICAL 
COPYWRITER 


We have an opening 


with a flair for clear, persuasive, accurate 
writing, with sound technical background; 
creative imagination & good judgment. 
. Excellent working conditions 
. Suburban environment 
. . » Comprehensive benefit program 
Please give details about your background, 


education & previous experience in your letter to 
DIRECTOR OF PERSONNEL 


HOFFMANN-LA ROCHE INC. 


Nutley 10, New Jersey 


for a man or woman 


examination of tv’s rate structure 
—and particularly the package 
plan discounts—‘“before we discov- 
er we are treading the primrose 
path pioneered for us in radio. We 
simply must not give away our 
birthright by selling too cheaply 
the greatest impact medium ever 
devised.” 

But Mr. Rodgers termed the rate 
problem a minor irritant compared 
to the major headache created by 
the “concentrated and ever-in- 
creasing onslaught on television by 
the purveyors of print. 


|@ “Tv is the public whipping boy 
|for every variety of crime and 
misdemeanor reported or imag- 
ined by the magazines and news- 
papers,” he said. “If it isn’t Read- 
er’s Digest peddling pay tv, it’s 
Newsweek screaming about too 
|much violence. If it isn’t Harper’s 
| complaining about horse operas, 
\it’s a story about Mr. Wallach, 
who says nobody watches even 
when the set’s turned on.” 

Mr. Rodgers urged telecasters to 
use their own medium to “refute 
the half-truths, distortions and 
plain misinformation that is being 
ground out of every print factory 
in the land day after day. . .” 


® Roger Clipp, WFIL-TV, Phila- 
delphia, was elected chairman of 
the TvB, succeeding Mr. Rodgers. 
Other new officers: Otto Brandt, 


a 
ps 


Co. stations, treasurer. 


KING-TV, Seattle, secretary, and | 
Payson Hall, Meredith Publishing | 


| 


J 


| SAVE 


on one 
release 
alone! 


$5000 | 


All NEW 
for 1959/ 


BACON’S 
PUBLICITY 
CHECKER 


| The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 
The Checker is coded to show what 
material is used by over 3450 publications. 
| Listings complete with editor's names, 
| addresses, circulation, publishing com- 
| pany and issuance date. Complete 336 
| Page manual —just $18.00. Send today. 


Send me on approval copies of 
| Bacon's Publicity Checker 1959 at $18.00 ea. | 
1 BILL: © ME O MY COMPANY | 
| Nome | 
| Firm | 
| Addre | 
1 City State 

BACON'S CLIPPING BUREAU 


14 E Jackson Blyd., Chicago 4, Iilinon 


"| 
| 
| 


YOUR PUBLICITY NEEDS IN CHICAGO 


Publicity Programming 
Writing ¢ Photography 
Teletype Communications 
LOCAL REGIONAL NATIONAL 


189 W. Madison St. Chicago 2, Il. 
FRanklin 2-8767 TWX CG6595U 


Your classified ad 

in Advertising Age 
may very likely 

do the trick for you! 


If you have something to swap 
that appeals to marketing men or 
women—spell out your deal in a 
classified ad. You cover the com- 
plete market. You get fast action. 
Your cost can be as low as $5 per 
ad! Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


My Name 
Street 


City 


1 State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 


this form to: 
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‘Life’ Resists P.O.'s 
Crackdown on Inserts 


(Continued from Page 1) 
vanced to a point where court ac- 
tion would be the only remedy. 

The most recent available copy 
of Standard Rate & Data’s consum- 
er magazine listings places Life’s 
subscription circulation at 5,402,053 
as of March, ’58. At 3¢ a copy this 
would make total additional post- 
age amount to $162,061. 

Since early this year, when the 
Post Office issued new and more 
specific regulations specifying the 
kinds of ads that may be carried in 
magazines paying second class 
rates, the department and its cus- 
tomers have been in an era of un- 
precedented good feeling. Now 
postal officials are taking the posi- 
tion that publishers are taking ad- 
vantage of the situation and going 
ahead with ads which go a bit far- 
ther than the regulations allow. 


s Edwin A. Riley, director of the 
division of postal services, which 
creates and enforces mailing rules, 
emphasizes that his staff cannot 
discuss private controversies be- 
tween the department and an indi- 
vidual publisher. He confirmed, 
however, that the department is 
taking a firm stand on inserts and 
cracking down on cases which go 
into a “gray area.” 

He said the department certainly 
isn’t happy when difficulties crop 
up over the interpretation of its 
regulations. 

“In an effort to be helpful, we 
issued new and, we thought, very 
specific regulations on this subject 
only a few months ago,” he com- 
mented. “We solicited comments 
from publishers, and we studied 
them very carefully. Then, after 
the rules were adopted, representa- 
tives of the department attended 
various conventions of the publish- 
ing industry in order to answer 
questions.” 


s Despite this effort, Mr. Riley 
said, “a whole rash” of inserts 
which are “at best, in the gray 
area” are cropping up. 

“Under the regulations, we have 
given advertisers a great deal of 
freedom in the use of inserts, but 
we have firmly specified that inde- 
pendent publications cannot be 
bound into magazines and trans- 
ported as second class mail. 

“Yet we find examples of inserts 
seemingly prepared as independent 
publications, and only incidentally 
stapled into a magazine as part of 
an advertisement,” Mr. Riley said. 


e Mr. Heiskell said that shortly 
before 5,000,000 copies of the Nov. 
17 Life were to be mailed, the Post 
Office Department ruled the cock- 
book, which is part of a Corn 
Products Refining Co. ad, did not 
qualify for second class. Mr. Heis- 
kell said Life was told that under 
the circumstances this issue of the 
magazine would not be accepted 
for second class mailing unless it 
(1) got a court order; (2) paid in 
advance parcel post rates on the 
entire issue, amounting to substan- 
tially in excess of $1,000,000, or 
(3) paid the third class rate on the 
portion of the advertisement com- 
plained of and imprinted on the 
contents page of the magazine that 
such payment had been made. 

Life proposed that it pay second 
class and that “all rights between 
the magazine and the Post Office 
be reserved for future court ac- 
tion,” Mr. Heiskell said, but the 
Post Office refused. 


s “Under the circumstances, and 
with time so pressing in getting 
the issue to subscribers, Life had 
no practical alternative but to fol- 
low the third course,” he said. 

“In doing so, however, we stated 


clearly to the Postmaster General 
that we did so under protest, under 
duress and reserved full rights to 
take such action as might seem ap- 
propriate to obtain the return of 
all sums pursuant to that course on 
account of the advertisement in 
question.” 


s The controversy centers on in- 
terpretation of a rule which was 
issued by the department in July. 
On the subject of advertisements 
in second class periodicals, the rule 
said: “All advertisements in peri- 
odicals must be permanently at- 
tached. Page numbers are not re- 
quired in periodicals, but when 
numbers are not carried on pages 
of advertisements and the other 
pages carry numbers, whole num- 
bers in sequence must be allowed 
for the pages of the advertise- 
ments. When pages of advertise- 
ments carry page numbers, the 
other pages must also be numbered, 
and the advertisement page num- 
bers must be either whole numbers 
in sequence with the numbers of 
the other pages or the whole num- 
ber of the last preceding page with 
alphabetical suffixes in sequences 
beginning with the letter a. Inde- 
pendent publications may not be 
inserted in periodicals as adver- 
tisements.” 


= Postal officials appearing at 
meetings of publishing groups 
stressed that the rule was intended 
to clear the way for the use of in- 
serts, while at the same time keep- 
ing the door shut on booklets, cata- 
logs and other materials which 
would normally pay third or fourth 
class rates. 

The meticulous discussion of page 
numbering was developed to pre- 
vent the use of mailing pieces 
which had been prepared for third 
class distribution without regard 
to the page sequence of the maga- 
zine where they appear, it was said. 

In the current controversy over 
enforcement of the “insert” rule 
the term “independent publication” 
becomes a focal point. The rule it- 
self doesn’t provide any standard 
for identifying an “independent” 
publication. In applying it, officials 
say, they try to determine the basic 
reason why the material was pre- 
pared. In this process, when they 
find features such as a hard cover, 
an index or a term such as “book” 
or “catalog” printed in an insert, 
they are inclined to be suspicious. 


a “We think we have a good, clear, 
understandable regulation, which 
will work if publishers will try to 
make it work,” Mr. Riley said. “The 
law requires us to see that all mail 
pays the proper rate of postage. 
We are willing to do everything 
reasonable to help advertisers and 
publishers who have questions 
about our regulations. But when 
the regulations are violated, we 
have to enforce them, or we have 
to stand by and see them eroded 
out of existence.” # 


Best Joins Campbell-Mithun 
as VP and General Manager 
Norman F. Best has been named 
general manager and a vp of 
Campbell-Mithun, Minneapolis. 
Mr. Best formerly was vp in charge 
of account management of Erwin 
Wasey, Ruthrauff & Ryan, Los An- 
geles. 


Leseman Retires from FC&B 
Maurice Leseman will retire 
Dec. 1 as vp and creative director 
of Foote, Cone & Belding. Mr. 
Leseman, who joined FC&B in Los 
Angeles in 1935 as a copywriter, 
has spent the past 18 months in the 


agency’s San Francisco office. 


THE ADVERTISING GAME—These components make up what Lilco Enter- 

prises Inc., 60 E. 42nd St., New York, calls the first parlor game 

about advertising. “Brand Image” requires opposing teams to iden- 

tify slogans and symbols used by advertisers in print and broadcast 

media. Although the game will not be available in stores until next 

January, the company will sell them directly by mail to advertising 
men and women now for $3. 


| 


Food Ads Must 
Be ‘Centripetal,’ 


Manoff Asserts 


(Continued from Page 2) 
picture should always be the most 
dominant part of an ad; super- 
markets are self-service arenas, 
and unless you have _ indelibly 
branded a picture of your product 
in the consumer’s mind she’ll pass 
your product on the shelf.” 

Mr. Manoff, who started his 
own business with eight people 
and one account—Welch grape 
juice, worth perhaps $1,500,000 in 
billings—today handles Welch, 
Bumble Bee tuna (Columbia Riv- 
er Packers) and Old London melba 
toast (King Kone). He got Am- 
bassador scotch and gin, but re- 
signed it after five months. 


# A former school teacher, who 
turned first to writing scripts for 
the “Bulldog Drummond,” “Thin 
Man” and “Ellery Queen” radio 
shows, Mr. Manoff likes solving 
advertising problems. When he 
got the Bumble Bee account, he 
had his staff buy 250 cans of dif- 
ferent brands of tuna. 

Then 23 persons—all gathered 
in a suite at the Waldorf—tried to 
find out if their new client’s prod- 
uct could be distinguished from 
all others by its taste, color or ap- 
pearance. After four hours, it was 
agreed that Bumble Bee was dis- 
tinctive. Thus was born the cur- 
rent campaign, “Can you pick the 
Bumble Bee tuna?” 

Supporting copy says, “Bumble 
Bee solid pack white meat tuna is 
clean cut from juicy tenderloins 
of albacore, a prized species of 
tuna fish. Bumble Bee _ tuna’s 
clear-color white meat is easily 
identified. And it always has just 
the right amount of oil ...” 


= Grocery competition is so stiff 
today, believes Mr. Manoff, that 
“there is no room for anything 
but a hard-hitting brand promo- 
tion. There’s no place for humor, 
no room for entertainment; only 
selling. We sell authority. 

“We think copy should not be 
humorous, but that it should be 
humanized. Zany situations in ad- 
vertising dehumanize the reader 
or viewer; they make him a spec- 
tator, and we don’t want specta- 
tors; we want consumers,” he said. 

“Corn is not to be despised, but 
the need is for fresh corn. Corn is 
commonly accepted and under- 
stood by most people, so it reaches 
them quickly.” 


= Mr. Manoff scorns “centrifugal 


advertising”—where dominance is 
given to an attention-getting idea 
and the product is off in a corner 
somewhere. “We like centripetal 
action—where the product is cen- 
tered,” he said. “Our way has 
every element in the ad or com- 
mercial working toward the cen- 
ter.” 

His agency gives dominance to 
product pictures because “people 
today live by visual images, and 
they can always remember the can 
or the bottle or the package ‘be- 
cause of the way it looks’.” 

He adds that his philosophies 
are paying off: billings are run- 
ning close to $3,000,000, he says. # 


Glenmore Puts 
All Its Brands in 
D’Arcy Cupboard 


(Continued from Page 1) 
understood to bill about $1,200,000. 
These, with Glenmore’s other 
brands, which D’Arcy has been 
handling since 1938—Old Ken- 
tucky Tavern and Glenmore bour- 
bons, Glenmore vodka, and Old 
Thompson blended whisky—will 
bill about $4,000,000. 

A. P. Bondurant, vp and adver- 
tising director of Glenmore, said 
the consolidation of all of the com- 
pany’s brands in one agency is 
“part of a long-range plan to have 
one sales, research and marketing 
staff for all of the company’s la- 
bels.” # 


Henri, Hurst Names Tiegs 

June E. Tiegs, formerly assistant 
treasurer and assistant secretary, 
has been appointed treasurer of 
Henri, Hurst & McDonald, Chicago, 
succeeding Arthur Boyd, who as- 
sumes broader responsibilities. 
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Pinto Heads 
Trio in Charge 
of Grant in N.Y. 


(Continued from Page 1) 
TIsING AGE, “and I don’t feel that 
I can or should discuss any of its 
problems.” 


= The departure of Mr. Bradley— 
who has no immediate plans 
beyond a vacation with his family 
— is the latest in a series of person- 
nel changes that have occurred 
in the agency in the past 15 
months. Mr. Bradley’s exit was 
preceded a few weeks before by 
the departure of the No. 2 man in 
the New York office, Jack Bailhe, 
vp, operations and public rela- 
tions. He has joined Keyes, Mad- 
den & Jones, which won the $1,- 
700,000 Florists’ Telegraph Deliv- 
ery Assn. account last August after 
it had been at Grant for 15 years. 

Other personnel departures this 
year at Grant, New York, include 
Tom Johnston, vp and pr director; 
Scott Hershey, his successor; 
James J. Flood, vp and director of 
marketing; Lee MHeagerty, vp, 
marketing (all offices); William 
Patterson, tv-radio director, and 
Albert Plaut, who joined as direc- 
tor of drug and cosmetics market- 
ing in September, 1957. 


s That same month Lawrence R. 
McIntosh, exec vp and manager 
of the Detroit office, was named 
supervisor of all domestic opera- 
tions. Andrew J. Shepard resigned 
as vp and assistant to President 
Will C. Grant; Lawrence Staple- 
ton resigned as head of the New 
York office (Mr. Bradley coming 
in from the West Coast to succeed 
him). Howard Jones resigned as 
exec vp and head of the central 
creative staff after 15 years, to 
become exec vp of the newly or- 
ganized Keyes, Madden & Jones. 
And Wallace Capel, copy chief, 
moved to KM&J with the same 
title, and John D. Hayes left as 
manager of the New York inter- 
national department. 

Since the merger with Kimball, 
Mr. Pinto said, billings in the New 
York office had increased “signi- 
ficantly.” He said the office cur- 
rently has 70-75 employes. At the 
time of the merger (AA, Feb. 14) 
it was reported that Kimball 
brought about $4,000,000 in bill- 
ings into the Grant organization. + 


McCann Adds Westinghouse 
Ltd. Unit, Ampex Corp. 
McCann-Erickson Ltd., Toronto, 
has been appointed by Canadian 
Westinghouse Co. to handle adver- 
tising for Westinghouse appliances, 
television, radio, lamps and tubes 
in a move to consolidate the West- 
inghouse consumer products group 
in one agency. McCann previously 
handled advertising for the tv-ra- 
dio division and broadcast promo- 
tion. Ferres Advertising formerly 
handled the consumer products. 
The San Francisco office of Mc- 
Cann-Erickson has been named by 
Ampex Corp., Redwood City, Cal., 
to handle advertising for its instru- 


HARRY CHAMBERLAINE, formerly vp 
and ad director of Good House- 
keeping, moves to Chicago to take 
over as publisher of Hearst Maga- 
zines’ new property, Popular Me- 
chanics (AA, Nov. 10, 24). Hearst 
will continue to publish the mag- 
azine in Chicago, where it will be 


mentation division, which recently 
|terminated its relationship with 
|Boland Associates. Boland contin- 
|ues as agency for the company’s 
professional products division and 
for a subsidiary, Ampex Audio Inc. 


Needham, Louis Promotes 7 
Needham, Louis & Brorby, Chi- 
cago, has promoted seven persons 
to executive posts. They are Fred- 
erick D. Sulcer, Donald J. Dickens, 
Edward C. McAuliffe and Ricker 
Van Metre Jr. to associate copy di- 
rectors; John W. Amon and C. 
Franklin Johnson to executive art 
directors, and C. Franklin Johnson 


printed by Cuneo Press. 


to director of creative research, 
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Keyes, Madden, 
Donahue & Coe 
Shops ‘Affiliate’ 


(Continued from Page 1) 
the new West Coast operation will 
be forthcoming in a week or two, 
AA learned. 


a Some major personnel shifts ac- 
company the affiliation, both here 
and in New York: 


Chicago 


Principal departees here are 
Arthur Grossman, president, and 
Arthur Decker, senior vp and gen- 
eral manager. 

Mr. Grossman, who headed Ar- 
thur Grossman Advertising, which 
specialized in 
marketing, before 
he merged his 
agency with Don- 
ahue & Coe in 
December, 1956, 
will return to his 
specialty — mar- 
keting consulta- 
tion. His new 
company will be 
Marketing Asso- 
ciates Inc., locat- 
ed in the Mer- 
chandise Mart. He will serve as 
marketing consultant for Norge, 
York and National Presto. 


Arthur Grossman 


= Mr. Decker, who joined D&C last 
February from the Buchen Co., 
bringing the Fairbanks, Morse ac- 
count with him, has not announced 
his future plans. It is assumed that 
the account will follow Mr. Decker 
to his next agency affiliation. 

Keyes, Madden & Jones expects 
to absorb virtually all the rest of 
the Donahue & Coe people, includ- 
ing George Filipetti, vp and crea- 
tive director, and Tom Brogan, vp 
and art director. This will bring 
the number of people in the Chi- 
cago operation to about 150° 


New York 


There was some confusion as AA 
went to press as to the status of 
Edward Madden, president of 
Keyes, Madden & Jones. Earlier in 
the week AA learned that Mr. 
Madden was definitely slated to 
step out of the agency and accept 
another business connection. How- 
ever, as AA went to press Mr. Mad- 
den denied that he was leaving the 
agency. He said he had been re- 
sponsible for arranging the affilia- 
tion with Donahue & Coe, and he 
would continue to be “part of the 
operation.” 


= Definitely slated to leave KM&J 
in New York are John T. McHugh, 
exec vp—administration, and Da- 
vid Hale Halpern, senior vp and 
general manager of the New York 
office. 

With the addition of about 12 
KM&J people, Donahue & Coe will 
have approximately 300 people in 
New York. 

Keyes, Madden & Jones has 
added several sizable accounts this 
year, including Congoleum-Nairn; 
Mead Johnson’s Pablum division 
and Bib juices line; Florists Tele- 
graph Delivery Assn.; Dr. West’s 
push-button toothpaste; Hoffman- 
LaRoche’s new hair proprietary, 


and Oral Roberts Evangelistic 
Assn. 
= Donahue & Coe’s_ principal 


growth this year has come on the 
West Coast, where it has built bill- 
ings from virtually nothing to 
where the office currently is bill- 
ing at the rate of $2,000,000 in a 
year’s time. Among its new West 
Coast accounts are Pepsi-Cola Bot- 
tling Co. of Los Angeles, Alpha Be- 
ta Food Markets and Monteverdi- 
Young, furniture manufacturer. + 
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Last Minute News Flashes 
Wright Leaves Compton to Manage Wisk at Lever 


New YorkK, Nov. 28—Robert A. Wright, formerly senior account 
executive at Compton Advertising, has joined Lever Bros. as product 
manager on Wisk. He succeeds George Beyer Jr., who returns to group 
products managerial duties on Lever’s liquid detergents. 


Graham Rejoins Goebel Brewing as Ad Director 


Detroit, Nov. 28—Arnold C. (Jack) Graham Jr., who resigned last 
July as vp and account supervisor of Kenyon & Eckhardt, Chicago (AA, 
July 28), will rejoin Goebel Brewing Co. here, as director of advertising 
and sales promotion Dec. 1. He held the position before leaving Goebel 
about three years ago. In addition, Goebel has appointed James P. Gan- 
non, formerly assistant controller, general sales administrator. 


Segall Leaves MacShore to Open Agency 

New York, Nov. 28-—Irving J. Segall will resign as vp in charge of 
sales, advertising and promotion of MacShore Classics, blouse manufac- 
turer, about Dec. 15 to set up I. J. Segall Advertising, with billings in 
excess of $250,000 and offices at 375 Fifth Ave. The agency will open 
with three accounts: MacShore Classics; Irving Greenberg Co., New 
York, manufacturer of men’s slacks; and Baltimore Display Industries. 
Rube Shore, secretary of MacShore, will take over supervision of the 
company’s advertising. Daniel & Charles is present MacShore agency. 


Howe Returns to D'Arcy; Other Late News 


e Fred C. Howe, who resigned from D’Arcy Advertising Agency a year 
ago, after 15 years as an account executive, to open his own office as a 
business consultant in Westport, Conn., will return to D’Arcy Dec. 1 as 
account executive on the three Glenmore Distilleries Co. brands which 
will move from Compton Advertising to D’Arcy (see story on Page 1). 


e Haire Publishing Co., New York, starting in March, ’59, will intro- 
duce Profit Parade as a special management section in each of its 11 
publications. It will have a distribution of 96,000 and will offer adver- 
tisers the combined ABC circulation of all Haire publications. Base ad- 
vertising rate (one-page, b&w, one-time) will be $1,380. Eldridge Pet- 
erson, former publisher of Printers’ Ink, is chairman of the editorial 
board composed of the editors of the 11 participating publications. 


e G. A. Shallberg Jr., advertising manager of Borg-Warner Corp., Chi- 
cago, is resigning effective Jan. 1. He has not yet announced his future 
plans. Donn Sutton, who was named director of public relations and 
advertising last summer (AA, June 23), will assume Mr. Shallberg’s 
duties. 


e William C. Durkee, who earlier this year was promoted to vp in 
charge of marketing for Pepsi-Cola Co., has assumed the duties of 
Richard H. Burgess, who has resigned as vp in charge of domestic oper- 
ations. Mr. Durkee, whose title will not change, will now have report- 
ing to him advertising, equipment, market research, national accounts, 
product control, plant engineering and the division and regional or- 
ganizations. 


e Jesse E. Lehman Jr., director of advertising, Tidy House Products 
Co., Shenandoah, Ia., will join Cunningham & Walsh, Chicago, Dec. 1 as 
an account executive. Tidy House has not named a successor. 


e Real-Kill Co., Kansas City, will launch its 1959 insecticide campaign 
with a $160,000 insertion in the June issue of Ladies’ Home Journal, 
augmented by a spot radio campaign and large-space newspaper color 
ads. The LHJ insertion will consist of a color spread plus a removable 
12-page color and b&w “Guide to Bug-Free Living.” Allmayer, Fox & 
Reshkin is the agency. 


e General Foods Corp., White Plains, N. Y., has appointed James J. 
Darling to the newly created post of advertising and merchandising 
manager in the Jell-O division. Stephen A. Witham, former product 
manager for Sanka coffees, assumes Mr. Darling’s former duties as 
product group manager. 


e Bic pens, among the most heavily-advertised products in Europe, will 
invade the U. S. market next year as a result of Marcel L. Bich’s pur- 
chase of the controlling interest in Waterman Pen Co., Seymour, Conn. 
The Bic ballpoints will sell here for less than 50¢. Advertising will be 
handled by Fletcher D. Richards Inc., the Waterman agency. 


e Larry H. Israel, now general manager of Westinghouse’s WJZ-TV, 
Baltimore, will head Television Advertising Representatives, the sub- 
sidiary Westinghouse Broadcasting Co. is setting up to represent its 
five tv stations, effective July 1. AM Radio Sales Corp., now owned 
principally by Westinghouse, takes over representation of the radio 
stations on the same date. 


e Morgan & Lindsey Co., southwestern chain of 90 variety stores, has 
appointed Erwin Wasey, Ruthrauff & Ryan, Houston, to handle its ad- 
vertising. The company previously had no agency. 


e Gordon Baird and Kenneth V. Hall have joined D’Arcy Advertising 
Co. as account executives on Studebaker’s Lark and Cashmere Bou- 
quet, respectively. Mr. Baird formerly worked on Studebaker at Burke 
Dowling Adams Inc. Mr. Hall was formerly a soup division brand 
manager at Thomas J. Lipton Inc. 


e Richard H. Close, formerly director of represented stations for NBC 
Spot Sales, New York, has been promoted to director of the network- 
owned station representative. Thomas B. McFadden, a vp, who formerly 
headed NBC Spot Sales, has moved to the NBC-TV network as vp and 
general sales executive. Charles R. Abry, manager of eastern sales, 
NBC-TV, was named general sales executive of the network, with 
responsibility for client contact in the eastern and Detroit areas. 


e Liggett & Myers Tobacco Co. is dropping two NBC-TV programs 
and shifting a third to a different time spot. The heave-ho is being 
given to “Brains & Brawn” and the “Ed Wynn Show.” “Brains & 
Brawn” is slated to be replaced by Steve Canyon, a show already in 
the L&M lineup, whose time spot will be taken over by a new thriller, 
“Law Gun.” A new Jack Webb package, “D.A.’s Man,” will take over 
for the departing Mr. Wynn. The changes will be made in late De- 
cember or early January. 


e A strike of the International Typographical Union at nine Booth 
newspapers in eight Michigan cities continued as AA went to press. 
None of the newspapers has published since Nov. 24, when the strike 
started at the Grand Rapids Herald. 


At DMAA Session... 


Agency Men Laud 
Direct Mail as 
‘Major Medium’ 


McCann's Ziegler Says 
‘Junk Mail’ Stigma Hurts 
Status with Ad Creator 


New Yorxk, Nov. 25—Members 
of the Direct Mail Advertising 
Assn. today heard a string of 
agency executives tell what’s 
right and wrong with direct mail 
as an ad medium. 

Pinpointing creative problems 
of direct mail advertisers was 
Ferd N. Ziegler, McCann-Erick- 
son vp, who warned that the me- 
dium has little appeal to “first 
class” creative people. 

“Creative people have observed 
the cold shoulder, the curled lip 
and the elevated nose with which 
Four A’s management has tradi- 
tionally looked at direct mail,” 
said Mr. Ziegler. “And so today’s 
creators—the writers and artists 
who prepare tv commercials, who 
create magazine and newspaper 
ads, are job snobs. They feel di- 
rect mail is beneath them—not 
worthy of their attention—and so 
they want no part of it.” 


= Mr. Ziegler said one reason for 
direct mail’s low rating is the 
term “junk mail,” a phrase which 
resulted from the “everlasting 
cold war of words and figures— 
among various 15% agencies, 
many magazines and newspa- 
pers.” 

“Paradoxically,” he said, “these 
media are heavy users themselves 
of direct mail, and among the vic- 
tims of their ‘junk mail’ bombing 
missions are the very creative 
people they need for their own di- 
rect mail efforts. 

“The result is that, with rare 
exceptions, direct mail for the 
15% media is prepared by second 
class citizens in the creative 
world,” he said. 

Mr. Ziegler suggested that di- 
rect mail boost its status by reas- 
sessing its uses and values and by 
retraining creative talent to look 
upon direct mail as a unique and 
challenging medium. 


@ “We (at McCann-Erickson) 
have come to the conclusion that 
direct mail is a major medium 
long overlooked for no valid rea- 
son. We know that in some cases 
and in some circumstances it is of 
equal value—if not more so—as a 
selling tool with other media. 

“We treat direct mail with all 
the respect, attention and crea- 
tive skill that such stature de- 
serves,” he said. “We consider it 
worthy of the best creative per- 
sonnel and here, as usual, you get 
what you pay for. 

“Make your creative assign- 
ments in direct mail attractive to 
the best talents, not only in pay 
but in prestige, and your work in 
this medium cannot help but 
prosper,” he said. 


s Edward N. Mayer, also a Mc- 
Cann vp, sketched the role of di- 
rect mail in ad campaigns. 

“Most any discourse on direct 
mail emphasizes that to be effec- 
tive as an ad medium, it seldom 
should be used as a one-shot ef- 
fort,” said Mr. Mayer, “and that is 
equally true when direct mail is 
integrated into a national ad cam- 
paign using several media. 

“If we at McCann plan to use 
direct mail, then we plan it as a 
consistent phase of the campaign. 
A sporadic effort is no more pro- 
ductive in a general campaign 


81 


than it is when used as the only 
jad medium.” 

Mr. Mayer said that when 
| properly used, direct mail “com- 
|plements and supplements” other 
mass media in a general ad drive. 

“I might go so far as to say that 
direct mail best proves its value 
when used as an adjunct to other 
ad media. It substantially bolsters 
the entire mass media effort, it 
makes national ad dollars more 
productive, and it puts zing and 
zip into a campaign. Used in this 
manner it always pays off,” he 
said. 


@ Charles E. Garvin, direct mail 
group head at J. Walter Thomp- 
son Co., suggested ways to sell di- 
rect mail to clients. 

Mr. Garvin said agencies should 
push the flexibility and immedia- 
cy of direct mail. Direct mail’s 
ability to precipitate “a maximum 
volume of buying action” is its 
outstanding characteristic, he said. 

“To our way of thinking, direct 
mail is primarily an action medi- 
um. And in today’s highly com- 
petitive market, advertising’s func- 
tion of creating ‘mass action’ is 
just as important as its tradi- 
tional job of effecting ‘mass edu- 
cation’.” 


s Frank J. McGinnis, ad manager 
for Ford trucks, offered the cli- 
ent’s view of direct mail and its 
importance, stating that his divi- 
sion regards direct mail as a “full 
fledged” ad medium, and pays a 
full 15% commission to the agency. 

In the past five years, he said, 
budget allocations for direct mail 
have climbed from 1% in 1954 to 
17.5% this year. It will account 
for more than 20% of the truck 
division ad budget in 1959, he 
said. 

“Ad agency service is at the 
crossroads,” he concluded, “and 
advertisers are becoming more 
perceptive and more selective. 
They are looking for media that 
boost sales, not good will nor the 
corporate image. And direct mail 
is one of these media,” he said. + 


Air Force Recruits 
100 Candidates for 


Recruiting Account 


WASHINGTON, Nov. 28—The Air 
Force has invited 100 agencies to 
compete for its recruiting account, 
and left the door open for others 
who feel qualified. 

The account, currently held by 
Erwin Wasey, Ruthrauff & Ryan, 
amounts to $1,000,000 this year 
and consists chiefly of merchandis- 
ing aids. Agencies are invited to re- 
turn questionnaires to: Specialized 
procurement division, aeronautical 
systems center, Wright-Patterson 
Air Force Base, Ohio, Attention 
LMEMS. 

After a stormy past the account 
settled at EWRR in 1954. It re- 
mained after a competition in 1955 
and was stabilized under a con- 
tract which runs through June 30, 
59. The Air Force will decide by 
April whether to shift the account 
to another agency. + 


Schick Elects Gifford, Reidy 


Schick Inc., Lancaster, Pa., pur- 
chased last week by Revlon Inc. 
(AA, Nov. 24), has elected Chester 
C. Gifford chairman of the board 
and chief executive officer and 
John J. Reidy president. Brother 
of Schick’s outgoing president, Mr. 
Gifford was president of Schick 
until 1954 and was formerly a vp 
of Avco and president of that com- 
pany’s Crosley and Bendix home 
appliances division. Mr. Reidy was 
associated with Schick until 1946 
when he left his post as assistant 
sales and advertising manager to 
join Casco Products Corp. as 
exec vp and general manager. He 
lwas also named to the Schick 
board of directors. 
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Type faces used are: 
Bertschtypes No. 70B and 89A 


Despite ‘Trouble,’ 
Needham Has 
$37,000,000 Year 


(Continued from Page 2) 

‘and Raymond Fowler, veteran 
|senior vp and plans board chair- 
|man, who had resigned and now 
is with Leo Burnett. And Max 
Anwyl, financial vp and secretary, 
is also gone now, having resigned 
last summer, so that only three of 
the seven directors who served 
the agency last year are still on 
the board. 


s In their place, on an expanded 
board of directors which now 
jnumbers eight people, are, in ad- 
|dition to Messrs. Needham, Bror- 
by and Harper: 
|e James G. Cominos, vp and di- 
rector of the television-radio de- 
partment. (45% of NL&B billings 
lis in broadcast media.) 

e Edmond C. Dollard, vp, man- 


agement representative on Kraft, 
director of client contact. 


e Vinton H. Hall, vp and account 
supervisor on Household Finance 
and Peoples Gas, and new busi- 
ness manager. 


e Frederick A. Mitchell, vp in 
charge of the New York office 
since it was opened in 1954, and 
before that director of research 
and account supervisor in Chica- 
go. The New York office, inci- 
|dentally, has grown phenomenal- | 
ily. It billed $4,200,000 in the fiscal | 
|year just ended—an increase of 
|68% over last year’s $2,500,000. 


|e F. Winslow Stetson Jr., vp and 
| management representative on) 


ithe Lever Bros. and Campbell | March it will continue to handle | # Needham, Louis & Brorby had | 
|the account and collect billings |317 employes on Oct. 31, 1957, and 
|until the end of this year, helped|on the same date this year had 
the staff—average age 39—have | Substantially to set the record 332—the highest number in its 
|billings figure for this fiscal year.| history. There are those within | 
|By the same token, however, loss|the agency who believe it has al- | 


| Soup accounts. 
In addition, eight members of 


been elected vps during the year, 
and the agency now feels that it is 


| move forward into new areas. 


# To a very considerable extent, | 


emergence of 38-year-old Paul! 
Harper as key man in the agency 
operation—and the shuffling of 
\board of directors, plans board 
and operating committee—repre- 
|sents a “changing of the guard” at 
the agency. Mr. Harper joined the | 
agency 12 years ago, after being 
graduated from Yale and spending 
|four years in the Marine Corps. 
| This “changing of the guard” is 
|consistent with the agency’s long- 
time policy of promoting from 
within, but it also represents rec- 
ognition that the agency needed a 
new profile and a new and more 
facile team operation. 

The indications are that it now 
has them, and that if everything 


PLANS BOARD MEETS—Frederick D. Sulcer, associate 


copy director at Needham, Louis & B 


the agency’s plans board at one of its frequent meet- 
ings. Seated are John H. Kies (with pipe), Leonard 


Kent, Kenneth C. T. Snyder, Jam 
Albert A. Klatt, Blair Vedder Jr. 


is not all clear sailing, it has be- 
come a good deal clearer than it 
was seven or eight months ago. In 
addition to the accounts already 
mentioned, which were added 
during the current fiscal year, 
Needham, Louis & Brorby also 
picked up Oklahoma Oil Co., a re- 
gional petroleum marketer of con- 
siderable importance, in midsum- 
mer. The account, heavily in the| 
sports broadcasting field, is said| 
to bill about $2,000,000 a year. 


s Addition of these accounts, plus 
the fact that while its Quaker | 
Oats business was publicly lost in| 


‘well organized and well staffed to|0f the Quaker Oats billing next)ways tended to be overstaffed, | 


year will make it harder to set) 
billings records in 1959. 

At the moment, Paul Harper | 
estimates “very conservatively” 
that 1959 billing will slightly ex- 
ceed 1958, on the basis of business 
in the house. But this, he says, as- | 
sumes no important billing on) 
several new products currently in, 
the test stage. If any of these 
come through, as is likely, the 
billings outlook will be more op- 
timistic. 

The agency currently has a to-| 
tal of 28 accounts, including such | 
bellwethers as S. C. Johnson & 
Son, Kraft Foods, State Farm In- 
surance, Morton Salt, Monsanto 
plastics divisions, Palm Beach Co., | 
Worthington Corp., International | 
Minerals & Chemical Corp., and) 
Indian Head Mills, in addition to. 


Call DOOLITTLE 


FOR THE BEST IN... 


| 


bie N. aging St. 
Chicago 10, Ill, 
SUperior 7-1722 


COMPLETE 
MAILING 
SERVICE 


and all other direct mail operations 


DOOLITTLE & co., inc. 


6-8 W. 20th Street 
New York 11,N.Y¥ 


Advertising Age, December 1, 1958 


James L. Isham, Maurice H. Needham and Paul C. 
Harper Jr. Absent board members are Melvin Bror- 
by and Roger Ludgin. Mr. Cominos and Mr. Sulcer, 
although not members of the plans board, attended 
this particular session because their experience re- 
lates to a subject on the agenda. 


rorby, addresses 


es G. Cominos, 
(hand at face), 


|was reported as $196,000—about 
|six-tenths of 1% of billings. It 
® As is usually the case, however,| will be a little better this year, 
the situation still is fluid. William| but not much, probably hitting 
Bager, vp and onetime member of slightly over $200,000. 

the plans board, resigned this week With 170 of its employes—about 
to join Leo Burnett Co. (see Page |58% of the total—being share- 
8), and AA learned at press time | holders in the company, the profit 
that Palm Beach has put the agen- picture is of obvious concern, and 
cy on notice that it plans a change will continue to absorb a fair 
next year. 1959 billings will not be | share of management attention. + 


affected, however, since most Palm 
PRINTING BUYERS 


Beach advertising runs in the 
spring, and the 1959 campaign has | 

FACTS—ahout roll-fed offset printing 
© Paper in rolls costs less 


already been written and approved. 
The account bills about $250,000. 
© Prints 4 times as fast 
© Prints 2 sides in one operation 


© Prints and folds on press 
© Two colors at single-color prices 


those previously mentioned. 


CATALOGS—CIRCULARS, etc. 
and that this in turn explains the | 
somewhat disappointing profit | DANNER PRESS, Inc. 
picture in recent years. | Akron, Ohio 
In fiscal ’57, the agency’s profit; FRanklin 6-6175 


Sell LOUISVILLE* for all 


$19 Million Ohio River Lock 
To Be Built At Louisville 


LOUISVILLE, KY.—To expedite the rapidly 
increasing volume of river freight traffic on the Ohio 
River at Louisville, construction will soon begin on a 
1,.200-foot lock designed to eliminate costly splitting 
‘of tows and avoid delays in 
passage. The new lock will cost 
over $19,000,000 and take three 
years to complete. 


it’s worth! 


Ohio River ton-mileage has 
increased 178% between 1947 
and 1956. In 1957 alone, river 
traffic increased 14%. Much of 
this increase stems from coal 
traffic via Louisville between 
Western Kentucky Coal Fields 
and the Atomic Plant at Mad- 


Barges At Louisville 


ison, Ind., which uses 4,000,000 tons of coal annually. 


The new dam at Louisville will eventually make 
available additional river-front commercial sites. 


*A major, mid-western industrial market in the Ohio 
River Valley—the Ruhr of America—where one news- 
paper combination reaches 99% of the people. 


Che Courier-Zournal 
THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION ® 313,034 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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..your 7th largest newspaper ma rket 


— a market of better income families 


Ro RS 


Better Customers for 1959 


—how Milwaukee ranks among the 
20 largest metropolitan areas 


In only six cities can you reach as many families 


with ONE daily newspaper as in THE JOURNAL 


in Milwaukee. In none of these can you get the 


economical one-paper coverage of 9 out of 10 Median Family Income (Bureau of Census). _ - __ - - -- _5th 
; . . % Spending Unit Incomes Over $4,000______________3rd 

homes provided by THE JOURNAL in the Mil- % Spending Unit Incomes Over $7,000. , bth 
‘tan area. And onlv four exceed Median Value of Single Dwelling Units _ - _4th 

waukee metropolitan a yf Retail Store Sales* per Family. ____ - _2nd 
Milwaukee in average family income. Food Store Sales per Family. - - - - - . sith -- - 5th 
General Mdse. Store Sales* per Family. _ -_ _ - -\sialae 

' Automotive Sales per Family. ___ _ _ _ - : oo ae 


“Excluding mail order and other non-store sales 
Sources: Bureau of the Census, Sales Management Survey of Buying Power, SRDS Consumer Markets 


THE MILWAUKEE JOURNAL 


All-time high circulation—370,647 daily, 500,424 Sunday 
National Representatives, O'Mara & Ormsbee, Inc. 


Measured by size of audience, economy of coverage, 
income and buying habits, Milwaukee easily rates 


among your top 10 newspaper markets 
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£ CHRONICLE MEANS THE ¥ 


Represented by Sawyer Ferguson Walker 
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